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Wieboldt’s Windows, Chicago, lighted effectively with X-Ray Reflectors, (Jove, Color Ray, Spotlight and Footlight ) 
attract shoppers by their rare beauty, emphasized by proper lighting effects. 


indows that Sell 


Color Lighting 
For varied color effects in Show 
Windows use the Color Ray No. 66, 
a separate unit for attachin}, to stand- 
ard X-Ray Reflectors. 


Spot Lighting 
The X-Ray Spotlight emphasizes the 
leading, article in your display by 
concentrating, an intense spot of white 
or colored light upon it. 


Foot Lightin’ 
Wax forms, especially, look more na- 
tural in Show Windows if some of 
the minor shadows are eliminated 


by X-Ray Window Footlights, 
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Are Effectively Lighted 


Every day scores of ChicaZo people who would otherwise 

do their shopping, in the Loop are attracted to the W. A. 

Wiebolt Stores, away from Chicago’s main shoppin}, dis- 

trict, by their attractive displays effectively lizhted 
WITH 


X Ray Reflectors 


EVERLASTING BRILLIANC Y 


STANDARD FOR SHOW WINDOW LIGHTING 


Even your most beautiful display has little sales value if 
it is shrouded in %loom and darkness. Properly lizhted 
windows alone, will sell. Good lhtin3, effects will im- 
prove every display and make it more effective. Plan 


the lighting, for your Spring displays NOW. 
Window FLOOD Light 


(Not a Spotlight) 
The X-Ray Window Spotlight is the latest in Display Lighting. It 


Rives a wide spread of direct light in the center of which there is an 
intense beam of reflected light. The unit is supplied with color frame, 
and gelatin color screens of red, blue, 3reen and amber. 


National X-Ray Reflector Company 


. NEW YORK CHICAGO LOS ANGELES 
XN a 31 W. Forty-Sixth Street 229 West Jackson Boulevard Pacific Finance Buildin3 
a ENGINEERS IN ALL PRINCIPAL CITIES 
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Attention, Department Managers! 


Pages noted opposite your Mr.____------------ 
name contain valuable infor- 
‘ ey Peers nee 
mation. Read and pass on to 
next name designated. 
& es incissecissnssiaccelaiiniaas 
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‘ Opportunity Sxchanqe al 


Men Wanted Positions Wanted For Sale Wanted Buy 





HELP WANTED 


POSITIONS WANTED 





WANTED—Display expert who is familiar 
with display devices. Preferably one who 
has had experience in advertising. State 
age, experience and salary expected in 
first letter. All communications will be 
confidential. Address 
DISPLAY DEVICES COMPANY, 
Hamilton, Ohio. 








SALESMAN WANTED 
Live salesman to sell a line 
of artificial flowers and other 
window and store accessories. 
Good proposition to right party. 
Commission only. 
Address Box “Z-9” 
Care The DISPLAY WORLD 





DISPLAYMAN 
Young Man, at present employed 
in a large department store as Dis- 
“lay Man, desires position with an 
exclusive Haberdasher. Have been 
employed along this line before. 
Address “M.C.” 
Care The DISPLAY WORLD 








ADVERTISING MAN—Also good display- 
man and card writer desires to make 
change January 1. Capable, energetic 
sales promoter. Knows his job thoroughly. 
Will expect $60 to start. Address 





Z-1, 
Care The DISPLAY WORLD. 


DISPLAY MANAGER 


Card Writer and Advertising 
Man now with Pennsylvania de- 
partment store wishes to make a 
change. Age 35. My ability and 
experience are such that I am easily 
worth $50 to start. Can furnish 
best of rererence. Address 

“7.5” 
Care The DISPLAY WORLD 











POSITION) WANTED—Display manager 
and card writer. Have had experience in 
several leading stores. Will go anywhere. 
Samples of work and references on re- 
quest. Salary wanted, $40. Address 


H. B., 
Care The DISPLAY WORLD. 











ART STUDENTS 
LEARN CARTOONING, commercial art, 
fashion art, newspaper and magazine illus- 
trating by mail, or local classes; write or 
call for information. 
ASSOCIATED ART STUDIOS, 
A=76 Flatiron Bldg. New York City 








STORE MANAGER 
A large department store located 
in the middle west will have posi- 
tion of store manager open Jan:- 
ary 1. This is an exacting position 
dequiring a higily trained exper- 
enced man. Give full particulars 
and salary desired in first letter. 
Address Box “Z-8” 
Care The DISPLAY WORLD 





SUNTAN 


Advertising 
in the 
Opportunity Exchange 
Brings Good Results 
at low cost 
$1.50 
per column inch 
per insertion 


cash with copy. 
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HVNUUUNVUUOUNU003 0000000000000 AN 


MULL LULA 


WANT TO BUY 





DISPLAY AND SALES 
PROMOTION MANAGER 


accustomed to handling big prop- 
ositions seeks new connection with 
large department store. Location 
in central states prelerred. State 
salary you will pay. Address 
“Taos? 
Care The DISPLAY WORLD 








DISPLAYMAN—Fifteen years in large 
department stores; desires charge of dis- 
play department. Will go anywhere. Sal- 
ary $50 weekly. References and samples 
of work on request. Address 


BOX J=106, 
Care The DISPLAY WORLD. 














SALESMEN calling on Depart- 
ment Stores can increase their 
earnings by selling a newly pat- 
ented and unique advertising clock. 
Has new features which make it 
excellent show window attraction. 
Good side-line for live-wire men. 

Address “Z-4” 
Care The DISPLAY WORLD 





CASH SYSTEM 


I am interested in a good second- 
hand cash carrying system of four 
to six stations if it can be obtained 
at a reasonable price. Let me 
know what you have to offer and 


lowest price for cash. 
Address Box “Z-10” 
Care The DISPLAY WORLD 





Displayman and Card Writer 


A young man with several years’ 
experience in department store 
work in city of 40,000, desires to 
make a change where opportunity 
for advancement will be better. It 
will pay some good store to make 
me a proposition. Address 


“749” 
Care The DISPLAY WORLD 








Opportunity 








Exchange for January Issue Closes January 10 
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Concerning Publication Influence 


PUBLICATION may be considered estab- 
lished as a medium of merit in the field to 
which it is devoted when a certain number of 
exponents in that field express commendation of its 
success in accomplishing some definite purpose essen- 
tially pertinent to its business, trade or profession. 

Five thousand paid subscribers will unquestionably 
meet the requirements of quantity circulation, though 
remarkable as the case unquestionably is that makes pos- 
sible the obtaining of this magnificent list in a period of 
less than four months, the particular pride of our organ- 
ization results on an inspection of this subscription list. 
Quality displaymen, merchants and national advertisers 
represent one hundred percent of the five thousand 
regular readers of The DISPLAY WORLD. 

The success of this publication we attribute to the 
dire need of a representative organ in the field of mer- 
cantile display, and the ability of The DISPLAY 
WORLD to cover the problems of this field in such 
manner as to be of great benefit. Its greater success 
can not be doubted, since it now has the most valuable 
and powerfully influential support of a treméndous 
profession and industry, which will contribute mate- 
rially to the resultful continuance of the principles of 
a practical and beneficial publication platform. 

The only publication instituted with a substantial 
program for the general advancement and development 
of the display profession and industry, and granted to 
be the most adequately equipped to serve its field, can 
not fail of success—a theory well considered in the 
launching of this publication enterprise. It is estab- 
lished as a permanent institution in the world’s im- 
portant field of merchandising. Already its influence 
has manifested itself in powerful accomplishment, and 
its campaign of broadcasting the gospel of window dis- 
play generally, not merely as a local mouthpiece, is 
destined to bring great recognition for displaymen, 
better business through more effective selling and great 
glory in accomplishment for The DISPLAY WORLD. 

That publication with wisdom to foresee the tre- 
mendous possibilities that characterize the field of mer- 
cantile display would include in its program a definite 








schedule designed to reach and influence manufacturers, 
advertisers and merchants as well as the displaymen, 
and if in interpreting that program effectively is the 
rendering of a great service to the profession, 
not as a mere local instrument, but as a powerful force 
the influence of which is distinctly evidenced wherever 
manufacturers, displaymen and merchants are to be 
found, then there can be no question of our success. 

Interesting, and gratifying to us, is the remark made 
by a representative of one of Chicago’s great artificial 
flower organizations. Expressing himself to one in no 
way associated with The DISPLAY WORLD, this 
salesman stated: “Ninety-nine percent of the men in 
my territory are DISPLAY WORLD boosters.” 

Conversing with the editor of this publication, this 
same representative said: “What I consider the finest 
tribute to The DISPLAY WORLD was the invari- 
able statement that while other papers in the display 
field contained little of text value and could be read in 
ten minutes, a week’s time will not exhaust the valu- 
able articles and suggestions to be found in The DIS- 
PLAY WORLD.” 

An eloquent testimonial indeed, and indisputable 
evidence of The DISPLAY WORLD’S influence, 
through its successful performance of its purpose—to 
be a practical, helpful personal service to its readers 


_ and thus serve as an instrument through which the 


artist of the display profession is materially benefited in 
the general acceptance and practice of the art of mer- 


’ cantile display in all classes of retail merchandising. 


Our program for the year of 1923 will prominently 
manifest the power that a progressive publication can 
be when the purposes of that publication are meritori- 
ously created and made to function in the accomplish- 
ment of those purposes. 

The benefit that we hope to be to a profession too 
long unsupported by press or concerted organization 
action is evidencing itself in our infancy through the 
commendatory acceptance of a publication which, 
though not yet five months old, enters the new year as 
the representative publication in the field of mercantile 
display. 
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Here It Is 
The Complete Family 


of 


Show Card Colors 


Dull Black Medium Green 
Gloss Black Olive Green 
Cobalt Blue Ivory 

Prussian Blue Magenta 
Turquoise Blue Persian Orange 
Ultramarine Blue Purple 

Brown Dark Red 
Grey Light Red 

Gold Vermilion 

Dark Green White 

Emerald Green Medium Yellow 
Light Green Strontian Yellow 





PRICES 

Size Each Dozen 
cS A | | a $2.20 
OA || a a | er 4.50 
ibeoz; $@G2..25-22.2-..- es 8.25 
A cy ee || a ie 15.00 
isalion Jarinno2cs2 ca ee 50.00 
Gold—2-oz. ...-.-__--_- ee nen es 3.30 
Gold—8-oz, ~....-__---- _ eee 9.90 





You Need the New W.-K. Catalog 


ALLBRUNN KIN 
~ CHICAGO. sa 








Resolved! 


This is the time for resolutions. A good reso- 
lution put into action and sensibly carried out 
is worth many times the effort required to 
make it. 


Using W.-K. Show Card Colors has become a 
firm resolution with hundreds of artists who 
have a distinct liking for the best that money 
can buy. In this particular case they find their 
money will buy more than can be obtained 
anywhere else. 


You are safe in following their example and 
making one of your New Year Resolutions 
read just like this— 


RESOLVED: That I will write at once for a 
trial jar of W.-K. Show Card Colors, give 
them a thorough test, and then, when I find 
them to be superior to any I have ever used, 
I will break away from my old buying habits 
and use them religiously through the coming 
year. Hereafter I will buy my show card 
colors on the same basis that I buy other 
supplies. I will use nothing but the best 
because I realize they mean extra dollars and 
cents to me in the quality of work I can pro- 
duce and the service I can render. 


Make the resolution just as stated here; then 
put it into practice throughout the coming 





The New W.-K. Catalog is by far the most com- 
plete ever yet published in this field. It contains 
148 pages, full of illustrated and completely de- 
scribed merchandise, each item of which repre- 
sents a sane and sensible purchase. 

This cataleg carries a real dollars and cents 
message to Sign Writers, Card Writers, Com- 
mercial Artists, Display Men, and Students. 
Watch for our full-page announcement and more 
complete description of the new catalog in the 
January issue of The DISPLAY WORLD. 











year. 


Wallbrunn, Kling & Co. 


327-29 S. Clark Street 
Chicago, Illinois 
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Photo courtesy Stadler Photo Co., Chicago. 
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THE DISPLAY WORLD 


You’ve Waited Twenty Years For It 





The Art of 


DRAPING 


for Mercantile Display 


A Complete, Modern and Practical Text Book 
Authoritatively Presented and Profusely Illustrated 


Written by that foremost authority on 
Display and Draping 


_ Jerome A. Koerber 


Display Manager, Strawbridge & Clothier, Philadelphia, Pa. 


The Art of DRAPING for Mercantile Display is 
a text treatment, fully illustrated, covering the 
subject in minutest detail. It begins with the first 
introduction of display several thousand years 
before Christ. In perfect and complete sequence, 
it details the subject through the ages up to the 
modern method of application of the art. 

There has been a crying need for a book of this 
kind and in this new book, Mr. Koerber has fully 





sensed the needs of the display men of America. 
The subject is handled in such a way as to be of 
the greatest help to all displaymen regardless of 
the branch of display work in which they are en- 
gaged. It is a practical book to be of everyday 
use in solving the problems of modern display 
work, and in developing greater versatility and 


beauty in this branch of mercantile display. 


AN INFALLIBLE MANUAL, GUIDE AND REFERENCE BOOK 
Profusely Illustrated—Substantially Bound 


Pre-publication Price, $3 OO Per Copy, Postpaid 


Ready for delivery Shortly 


ORDERS WILL BE FILLED IN ORDER RECEIVED 


SPECIAL 


The DISPLAY WORLD has won the esteem of all interested in mercantile 


COMBINATION display and has assumed the leadership for constructive effort and wealth of 


authoritative material it publishes. 


The magazine is profusely illustrated. 


OFFER In four months it has built up a circulation of over 5,000 paid BOTH FOR 
subscribers. The DISPLAY WORLD, published monthly at $2.00 a year, together with $4 00 
a copy of The Art of DRAPING, at a cash savingof $1.00 _-_____-_______- viplanpiandiaciaieiie e 


THE DISPLAY PUBLISHING CO., 





CINCINNATI, O. 
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Agency Service in Display Campaigns 


Uniformity of general publicity plan necessary for maximum sales 
results—Advertising agencies equipped to offer best service facilities 


By ARTHUR FREEMAN 


President, Einson-Freeman Co., New York City 





eS HE coming big advertising medium is the retail 

oS store window. This is more than a prediction, 
it isa prophecy. There is nothing particularly 
new about window advertising. If the truth were 
known, window advertising evidently antedates most 
other advertising. When our antedeluvian ancestor in 
the pottery business put his fin- 


As a matter of fact, is it not consistent to say that 

a campaign which does not definitely and completely 
“hook up” with the dealers on a proposition selling 
through dealers, is far from complete, and that such 
part of the campaign is entitled to as much of the ad- 
vertising agent’s advice and co-operation as any other 
part of the campaign? This is by 


ished pot on a shelf in front of his 
cave to attract trade, he became 
general and window advertising in 
the forerunner of advertising in 
particular. 

I think the great lack of inten- 
sive cultivation in the window ad- 
vertising field is one more error 
chargeable to the fallacy of com- 
pensating advertising agencies on 
the basis of a fixed commission 
supposedly paid by publishers. 
The very nature of this system 
has in the past compelled adver- 
tising agencies to concentrate their 
activities on that part of advertis- 
ing which was sufficiently organ-s 


ized to be a source of consistent profits. 


Too many manufacturers and 
advertising managers overlook 
the possibilities for maximum 
sales efficiency through failure to 
definitely “tie-up” all phases of 
the selling campaign. Agency 
consultation co-operating inten- 
sively with clients today provides 
for expert display artists and ad- 
vertising analysts to assist in the 
successful accomplishment of 
sales programs. This resultful 
service should demand the atten- 
tion of every organization plan- 
ning or engaged in the national 
distribution of any product. 


The day is in each case. 


no means a criticism of advertis- 
ing agencies, but on the contrary a 
justification of their attitude to- 
ward these phases of advertising 
because of the basis on which they 
have been and are being compen- 
sated. There are some advertis- 
ing agencies today who are charg- 
ing their clients a definite commis- 
sion of from 10 to 15 per cent on 
cuts, drawings, art work, printed 
matter, etc., which, in my opinion, 
are just as consistent as charging 
a commision on advertising space 
in the publications, assuming, of 
course, that service is rendered of 
a nature which justifies the charge 


Some advertisers have objected to such 





past when anyone will dispute the fact that the present 
development of the advertising business is largely due 
to the activities of the better advertising agencies. They 
have been the planters and the waterers of this great 
industry and are to a very great extent responsible for 
the tremendous increases which have followed. 

It is comparatively recent, however, that advertising 
agents have begun to take a definite interest in those 
important parts of an advertising campaign which have 
to do with dealer’s service, window and store adver- 
tising, etc. It has been that the advertising manager 
of a concern or the head bookkeeper took charge of 
ordering the printed matter which went to the dealers. 
wrote the trade paper advertising and attended to inci- 
dental advertising matters. 


a charge, but I maintain that no advertising campaign 
which is to sell merchandise through retail stores is 
in any sense complete without store and window ad- 
vertising which crystallizes in a dealer’s store the entire 
force of the campaign, which includes diligent consid- 
eration of window display. 

I do not mean a pretty, lithographed cut-out or 
merely a card in the window to attract attention, any 
more than I mean sticking up a sign in the store saying 
“We sell Smith’s codfish” or whatever the article may 
be. I mean something much more than this. I mean 
that if a campaign justifies the intensive study which 
an agency gives an article of merchandise, the high- 
priced, carefully worked art work and copy, the niceties 
of type display, etc., that the same attention and con- 
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sideration are deserved by the store and window adver- 
tising which is to follow. Further, that if it pays an 
advertiser to introduce into publication advertising the 
salient selling points about an article, definite merchan- 
dising ideas to move the goods and all the genius of 
advertising, that these same qualities should be em- 
bidied in the store and window advertising. 

Store and window advertising should be a definite 
part of such a campaign in every sense. In colors, in 
art work, in typography, in design, in arguments, in 
expression and in every other way it should embody 
the identical appeal which is being made to the same 
readers through publications. 

An advertising campaign appearing in the maga- 
zines which introduces a product that is followed up 
by local newspaper advertising to tell consumers that 
the article advertised nationally is sold in their com- 
munity, should have the same campaign repeated, per- 
haps in a glorified sense, in the dealer’s window and 
in his store. The logic of this is so evident that it 
needs no argument, and I am not making an argument 
here in favor of window advertising. 

What I am trying to do is to encourage advertisers 
to go to their agencies and co-operate with them in the 
preparation of store and window advertising which 
harmonizes with the rest of the campaign, and be will- 
ing to compensate agencies or service in this part of 
the campaign in the same way that they are willing to 
reward service through publications. As a matter of 
fact, there is a saving in doing business through agen- 


cies in this connection which easily justifies such com- 
pensation to agencies. 

By working with an advertising agency, using the 
copy prepared by an agency, perhaps utilizing the very 
drawings used in the magazine and newspapers, and 
being saved the costly expense of submitting many 
sketches before a campaign is O-K’d, it is often pos- 
sible to effect savings which easily justify an agent in 
asking an advertiser to pay for this service. 

The second point which I wish to emphasize, per- 
haps more modestly, is to say that despite the situation 
as regards window advertising and dealer co-operation, 
considerable has been done on the outside in develop- 
ing a service for window advertising and elevating the 
standards of this branch of our craft. It has been 
made possible for an advertising agency to call into its 
council with a client men representing the window and 
store advertising field, who can bring into such council 
a broad experience and an advertising intelligence 
easily on a par with that of the best men in the field. 

They can secure co-operation in the presentation of 
ideas, in the preparation of art work to harmonize with 
a campaign, in the creation of a complete window dis- 
play, and in a service which takes care of every detail 
of getting such displays out and sending them to the 
dealers, securing their location in the dealer’s windows, 
on his counters, etc., with an efficiency and a dispatch 
as effective as it is now possible to syndicate a series 
of newspaper advertisements throughout the country. 

In the phonograph field such a service has been 
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SERVICE 


An Excellent Example of High Class Manufacturer Display Material Appropriately Employed 
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Display Arranged by Geo. A. Smith: for The United States Rubber Company 


carried out perhaps with more effect than in most other 
lines of business. By creating very attractive window 
displays for phonograph dealers, which harmonize with 
the national campaigns of the manufacturers, and mak- 
ing those displays business-getters and prestige-build- 
ers for the dealers, in a definite way based on the prin- 
ciples of salesmanship, many of the big phonograph 
concerns have found their dealers gladly willing to pay 
for such service. . 


Profiting Through Complete Service 


The result is that dealers throughout the country 
are paying from one dollar and a half to three dollars 
per month for a service which is helping their business 
in a number of ways and ‘focusing the entire campaign 
of the manufacturer right in their store at a cost which 
they could obtain in no other way. It is about as 
mutual a proposition as now exists in the advertising 
business and one which is benefiting every function in 
the campaign. ' 


The advertiser is securing a splendid help to his 
whole advertising campaign at little or no cost to him; 
the agency is getting a renewed strength for its com- 
plete campaign; and the dealer is securing at a negli- 
gible cost a powerful business builder for his business. 

While this development is not working out in ex- 
actly the same way with articles that are an incident 
to a man’s total business rather than the whole of it, 
at the same time window advertising is justifying itself 


every day in hundreds of different situations by secur- 
ing new dealers with the help of the window display 
as a quick means for turn-over, by inducing dealers 
to stock more goods, by selling new articles for old 
manufacturers, by moving dead stock, and by greatly 
improving the value of agencies for the goods. 

It should be said to the credit of a number of ad- 
vertising agencies that they are now and have been 
co-operating intensively and unselfishly with certain 
of their clients in the production of window adver- 
tising. There are a number of advertising agencies on 
a fee basis whose compensation is based entirely on the 
measure of service rendered and by no means on the 
volume of money spent, and these agencies, it seems 
to me, are giving more than average attention to this 
“new-old” phase of advertising which is rapidly mak- 
ing window display one of the biggest media in the 
field. 





LEAKER’S UNIVERSITY ROOM 
BRINGS MEN TO THE HUB 


The University Room at The Hub, Chicago, is the idea 
of E. H. Leaker, display manager for this great institution. 
Equipped in perfect college style with blankets, pennants, 
athletic group pictures, footballs, trophies, etc., the college 
lad feels right at home. Senior college men are employed 
as clerks at the store, while others work among the boys 
at the campus and in the dormitories. The University 
Room finds frequent representation in the windows of 
the store. 
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Putting New Life in Store Systems 


How one merchant put progressive ideas into practice with the result 
that all departments became productive and the store service increased 


By WALTER L. BALLOU 






Fe! HE store is owned by a live grocer in a 
(omy small middle-western city. There iS noth- 
IG |) ing remarkable to it from the viewpoint of 
the casual observer—it has a neat, trim, industrious 


be 
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appearance, and so have many other grocery stores. 

But recently the proprietor had an idea, which 
has been in operation for the past six months with 
telling results. In fact this 
retail merchant has a habit of 
putting his ideas into opera- 
tion, and they must “make 
good” just as his employees 
must “make good” or they are 
discarded. 

The idea originated one 
night while he was checking 
up his books. He had what he 
considered “overhead,” and 
what he considered “produc- 
tive outlay.” Advertising, 
sales-persons, merchandise — 
these he considered “produc- 
tive outlays.” Store rent, light- 
ing, bookkeeping, telephone 
and such other expenses were 
listed as “over-head.” These 
were fixed charges which must 
be met if he was to remain in 
business. It struck him forcibly that if a certain 
line of merchandise did not sell easily, did not move 
as rapidly as some other of a similar kind, it was 
no longer stocked; if advertising of a certain nature 
did not bring results, it was discontinued; if a sales- 
person did not give satisfaction to the trade, he was 
discharged. 

He asked himself, why not apply the same rule 
to his “over-head?” And as the result the rule was, 
and is, applied. 

It works out this way: The floor space of his 
store contains a given number of square feet. Each 
square foot, no matter how it is occupied, must pay 
a percentage dividend, or it is put to another use 
that will pay that dividend, or better. In dressing 
the show windows a check is kept on the results, 
and when it is found that results are unsatisfactory 
an effort is made to determine why, and the mis- 
take is avoided in the future. 

He talked the matter over with the cash‘er and 


bookkeeper. 
“Your position is commonly rated ‘over-head’ 
and considered in the nature of nonproductive ex- 





Occasionally we find something 
wrong, something that seems to be 
retarding the efficient and successful This is now the practice, 
functioning of every store. At such 
a time a critical survey of all depart- 
ments and business policies is advis- 
able and invariably such investiga- 
tion will disclose some defective or 
antiquated cog in the store machin- 
ery that needs adjustment or re- 
placement. As a bit of practical ad- 
vice it is suggested that store equip- 
ment and display facilities be ser- 


iously considered when checking up 








pense,” he said. “I am asking you to make that 
department productive. Think it over, and give 
me your ideas.” 

The cashier reported one idea which has put 
that department on a paying basis. 

“You want prompt payment of bills,” she told 
her employer. “Why not adopt the plan used by 
many wholesalers — give two 
per cent. off of the bill for pay- 
ment within ten days after the 
first of the month?” 





with the result that the first 
ten days of the month see a 
majority of the accounts set- 
tled and an addition made to 
the accumulating good will of 
the concern. While the con- 
cern is well financed and keeps 
a comfortable bank balance, 
this also aids in the purchase 
of supplies and tends to min- 
imize credit losses. For prompt 
credit is invariably good credit, 
while long, slow credit too eas- 


on department and store operation. ily graduates into the bad 


credit class. Following this 
idea throughout the store, the 
weekly sales of each sales-person are totalled Sat- 
urday night, and the sales-person having the great- 
est total for that week has the preferred position 
in the store the coming week. This does away with 
seniority, to be sure, but it puts seniority on its 
metal, alongside of the youngest employee in point 
of employment, and establishes friendly rivalry 
within the force. It pays, says this grocer. 

Goods receive the same treatment. There are 
preferred positions, of course, and these must be 
considered somewhat in the light of seasons; but 
within this limitation each space must pay its proper 
return, and the goods which bring that return get 
the better locations. The owner found also that 
certain of his showcases and counters were not pre- 
senting the goods they contained, or that were 
stored on their surfaces, in such manner as to 
make the space occupied pay—so out went the 
showcases and counters, and in came a new lot. 
These, by actual test, are moving the goods rapidly 
enough to warrant not only the investment but also 
use of the space they occupy. 

Lighting was another question considered. Old- 
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fashioned fixtures were in the store—had been for 
years. With the new idea in operation, it was con- 
sidered a good try to put in overhead lighting. The 
result is a better lighted store, with a better dis- 
played line of merchandise and a softer influence to 
work on the subconscious mind of the customer. 

The owner also determined that a good concrete 
block front would add to the looks of the store and 
should pay dividends. He wanted to give the rent 
he paid a real chance to warrant the expense in- 
volved, and the change was made. This new front 
was installed at his own expense, and he is giving 
it a year in which to “make good.” His increased 
sales in the past six months indicate that the move 
was a profitable one. 

“The merchant who considers any of his ex- 
penses as mere nonproductive overhead,” says this 
successful merchant, “had better turn his mind to a 
study of why each expense is not paying a dividend 
on its own account. No expense should be consid- 
ered a general one—one incident to the business, 
and which therefore must be paid irrespective of the 


return obtained. If my rent did not pay its proper 
dividend, I would move; if my credit system did not 
warrant its existence in cash, I would change it, or 
turn to cash. I am through with paying out money 
where I can not trace direct results. The past six 
months has “sold” me on this idea of mine, and I in- 
tend to rise or fall by it. I have seen enough of its 
working, however, to be certain I will rise. 


“Putting the idea into practice has given me a new 
interest in the store, and a growing list of better pleased 
customers. Perhaps they do not stop to realize why 
they are better pleased, but it is because I have turned 
every item of my business to their account. My dis- 
plays bring to their attention the things which, by their 
past buying, have shown me they wish to see ; my light- 
ing system makes it possible for them to see these 
goods ‘in the best light ;’ my billing system encourages 
prompt payment, and, consequently, from their point 
of view, freedom from long-standing accounts. 

“T recommend consideration of this idea to any 
merchant who is not satisfied with the way his business 
affairs are going.” 


00000000 


Seasonal Opening Display Stimulus 


Efforts of displaymen have resulted in policy of store liberality in 
effective displays—The time of special features 


By RAYMOND T. WHITNAH 
Display Manager, Crosby Bros. Co., Topeka, Kas. 


— 
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wa |LONG with the arrival of a new season always 
Van follows the prize creation of the displayman— 
ef ] his “opening displays’—the one on which he 
perhaps labors most, and the ones which bring an 
atmosphere of dignity, of reserve and formality to a 


o 





store. 

Opening time is an event which we might call 
“dress up” time; the windows have laid aside their 
working clothes, yet they have not ceased to work. 
In their dress togs they are planning out the near 
future costumes and garbs in their newest modes and 
fashions for the buying public. 

Price is forgotten at this moment, and quality, line 
and distinction have taken its place. True, it is not 
a time when many sales are made, but it lays the foun- 
dation for bigger business during the season which 
follows. It stimulates buying which is brought to 
bear with more emphasis and decision. It is the event 
which forces on the public that which it can no longer 
do without—the new things. 

With these things in mind, displaymen have built 
up this.formality of their stores to a high plane. They 
have concentrated on the environment for their mer- 
chandise. In the color schemes, in line and form, they 
have placed their individuality. They have, as an artist 


would do, evidenced knowledge of their foreground 
and have worked out their background, first playing 
up in the strongest way the foreground or the mer- 
chandise in their picture. They have thrust the mer- 
chandise forward and made it most important. 
Opening displays are instructive and educational. 
They teach the latest trend in fashion, the popular 


' shades, the radical change of style (if there is any), 


the kind and quality of materials. They teach new 
combinations, some of which even displaymen, ad- 
vanced as they are, would never have attempted before. 
They bring out the novelties in merchandise and the 
novel ways to wear them. 

They teach more or less or art and design. All of 
this builds up more prestige for the store, and if the 
displayman does handle his merchandise in this way, 
and does put enough of art into his displays, it will 
place dignity and reserve on that store front. 

Opening windows are good advertising. Not un- 
like the dignified advertisement, we might compare the 
show window. No one can measure the volume nor 
the far-reaching results of a well-planned display. Its 
influence registers itself on the community in such 
fashion as to become a lasting and extremely serviceable 
adjunct. 
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The Drug Store Display Department 


Value of drug displays tardy of general acceptance yet possibilities 
through display of drug store merchandise greater than 
all others—The evolution is at hand 











[ral REAT strides in the more general application 
x EJ] of the modern idea of mercantile display will 


Kony be evidenced during the next few years, with 
drug stores the point of action. There can be no deny- 
ing the fact that drug stores—that is, the great ma- 
jority of them—have not yet grasped the tremendous 
opportunities afforded through appropriate display of 
the drug store merchandise. 

Drug windows on Chicago’s State Street or New 
York’s Fifth Avenue are, with a very few exceptions, 
many years behind other mercantile windows in the 
matter of efficiency as sales stimulators. It is difficult 
to assign the reason for the dormant concern of the 
average druggist, and we are not inclined to offer the 
reason of inefficiency. Rather would we attribute this 
lack of modern ‘progressiveness in twentieth century 
selling to a too evident satisfaction with the way his 
merchandise is moving, or, perhaps, to too much atten- 
tion to other things at the expense of no consideration 
for display windows. 

However, the reasons for failure to grant this at- 
tention should matter little ; it is the fact that vital sell- 
ing agents are not functioning at maximum efficiency 
that counts, and it is in the realizing of this fact that 
the great evolution in drug store displays will result. 

The drug store display window stands out above all 
as a means through which to create direct sales through 
display. The character of the items found in drug 
stores is varied and almost without limit, and in a great 


.4 
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many cases—yes, in a majority of them—-customers 
enter the store following suggested needs as evidenced 
through the window. 

Aside from wearing apparel, house furnishings, 
automobiles and vacant property, what is there, it 
might be queried, of our needs that can not be obtained 
in the big city drug store? And right here is it evident 
that the possibilities for sales are far more extensive 
and favorable than in any other retail store. 


Essentials in Drug Displays 


Just what essentials are necessary in the accomplish- 
men of a successful drug display? No more, no less 
and not unlike those required in the compelling display 
of women’s evening gowns or men’s business suits. 
Every window display functions, or should function, 
in a similar fashion. It must attract attention; it must 
create interest; it must offer a suggestion or stimulate 
a desire, and finally it will arouse the will to possess, or 
register a lasting impression that will eventually result 
in a sale when the observer is in need of that object or 
objects displayed. 

There seems to be no question concerning the one 
great failure of thousands of drug store windows of 
today. It is the lack of power of attention-getting 
value, and more than one reason may be mentioned as 
contributing to this failure. Rarely can we say that 
not enough merchandise is shown—on the contrary, 
most drug stores present plenty of stock—but the great 
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failure lies in the manner in which the items are pre- 
sented, not only as to form and arrangement, but to 
the general decorative scheme or setting. In other 
words, most drug displays that do not succeed fail in 
the first step of the four required display essentials— 
they fail to attract. 

Window selling today is a profession, and thous- 
ands of artists, schooled in window advertising, are 
playing the prominent role in the retail store’s organi- 
zation. Progressive, keen-judging druggists are taking 
advantage of the tremendous sales possibilities of the 
show window as presented by these displaymen, and 
wherever an efficient exponent of this profession is on 
the job we may well be assured that his windows are 
paying big profits. It is no longer an accepted policy 
among progressive merchants to entrust the display 
windows to the unskilled, inartistic clerk. 


True, many drug store proprietors find justification 
in their failure to employ regularly a display manager, 
but for those there is the display service man, always 
available, and from whom efficient, selling displays 
may be procured at nominal rates. Then, also, do we 
find too many merchants failing to grant sufficient at- 
tention to the great display possibilities as afforded 
through the excellent display material furnished by the 
manufacturer. These display helps, in the form of 
screens, panels, cards, stands, plateaux, and frequently 
complete backgrounds, may be put to fruitful use in 
the window, and are always designed and constructed 
with but one idea in mind—to increase selling through 
or by creating the best psychological atmosphere. Ex- 


pert designers and artists are maintained by these 
manufacturers, and the work is done at a trmendous 
expense. This co-operation, of inestimable value, is 
rendered to the retailer, in most cases, at no expense 








Display by Richard Schmidt, Springfield, O. 


to him, yet frequently do we find him unappreciative 
of its value, and accordingly unaware of its worth to 
him in dollars and cents. 

In this issue of The DISPLAY WORLD are sev- 
eral instructive articles concerning problems of dis- 
play and suggestions for more sales efficiency through 
appropriate consideration of this vital phase of modern 
business. They evidence the results of progressive, 
well-planned business actions, and will undoubtedly 
serve to assist in the successful completion of the 
schedule designed for better drug store displays. 


<> 000 000 


GREAT OPPORTUNITY FOR DISPLAYMEN 
IN NATIONAL FIELDS 


The expressions of Homer Buckley, of Buckley-Dement 
Co., Chicago, and voiced .in a talk before displaymen, 
clearly predicts the future of the displayman as an organi- 
zation executive. He says: 

“The opportunities were never greater for the retailer 
in this country, if he will grasp his opportunities and pos- 
sibilities, by the studying not only from the front office, 
but from the display man what can be obtained from better 
displays of merchandising. And the display man who is 
studying both artistically and from the motives of the people 
all of those things a good advanced display man should 
understand, the motives that make people buy, not only 
the artistic side of it but the real side of *the motives 
that make people buy in your community; so I say to 
the display man of the future, he must be more than a 
man who understands artistic decoration, he must be a 
merchant. 

The Neck of the Bottle 


“The American manufacturer has learned in the last 
two years that the retailer in this country is the neck 
of the bottle. When the retailer becomes clogged, the 
neck in the bottle stops, because that is the distribution 
end of the business. When that neck in the bottle stops 
, so does the manufacturing and distributing. They have 
learned for the first time that the retailer is an important 
part in American industry, and the sale is no longer 
complete when they put the goods on the retailer’s shelf, 


and when the retailer sends in his check for the payment 
of that account the transaction is not complete. That 
transaction is not complete until the goods are off the 
merchant’s shelf and in the hands of the consumer, and 
the consumer is satisfied with the purchase. The transac- 
tion must be that way and the manufacturer must realize 
that when a dealer takes his goods, that dealer is automati- 
cally becoming his partner, and must be considered as a 
partner just as much as the man seated on the opposite 
side of his desk. 


Retailer Determines Manufacturer’s Success 


“Tf the retailer succeeds, so does the manufacturer suc- 
ceed. If a percentage of retailers fail, so do the manu- 
facturers. That is why we find today so many manufac- 
turers giving as a part of their advertising campaign a 
window display. If a man has 3,000 dealers handling his 
goods, it is to his interest to see that every one of those 
3,000 dealers is properly equipped with merchandising dis- 
plays in order that each merchant can show his goods. 
To show his goods, not only in the window trim, but in 
counter display and store display. 


“Why is it that not more display men are advanced to 
the merchandising manager or general manager? My 
friends, the answer is that he has not qualified himself. I 
mean by qualifying , to understand the principles of mer- 
chandising, the principles of mark-up, the cost of selling and 
seasonable buying on the part of the community, all of 
which enters into the successful operation of business. 
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Extra Sales in the Drug Store 


Excellent opportunity for additional sales through appropriate employ- 
ment of available display spaces—Serve not only as sales suggestions, 
but render a real public service 


nN THE November issue of The DISPLAY 
cel WORLD the possibilities of turning vacant 

yy spaces into productive departments was dis- 
cussed, and in connection with it reference was 
made to the possibilities accorded through the “ex- 
tra sale” idea. 

This “extra sale” is a tremendous subject, and 
one that should be granted serious consideration by 
every drug merchant. No store has the advantages 
in this connection enjoyed by the drug merchant, 
and at the same time, perhaps, no merchant should 
rely more on its employment than this same drug 
store proprietor. 

Thousands of items comprise the stock of a 
drug store, and ordinarily each item is well stocked. 
In other words, buying is done on a volume basis 
in most cases. In the desire to conserve space or 
to put various items of merchandise out of the way, 
there is always the possibility of overlooking one 
desirable means of sales creation—the suggestion 
display. 

The suggestion display, appropriately termed, 
does what its name implies. It offers a suggestion 
to the customer and frequently sales are made. 
The experience of the Gardella Co., recited in the 
November issue, is but one of hundreds of exam- 
ples of the value of the suggestion idea. 







A few weeks ago, a Chicago drug store display- 
man arranged a display of a well known hair net 
in a small case alongside of the cashier’s desk. A 
week previous one window was devoted to this 
same item, yet the displayman is authority for the 
statement that in three days eleven gross of hair 
nets were sold. And, further, these sales resulted 
in most part after the customer had made the orig- 
inal purchase and was about to pay the cashier 
when the attention to the hair nets was attracted— 
with the extra sale resulting. 

Wilson Bros., Chicago, manufacturers of men’s 
furnishings, recently manifested the power of small 
space displays when an almost negligible group of 
garters displayed alongside of some smart shirtings 
and shirts sold nine dozen pairs in three days. This 
display required no additional space, and the power of 
suggestion, aided by appropriate display of the item, 
manifested itself in excellent results. 

The tremendous possibilities of the extra sale 
idea may be readily judged through a careful con- 
sideration of the buying methods of the American 
public, with its buying bulk formed by women 
shoppers. Women, as a rule, do not forego buying . 
if merchandise in which they have need or interest 
is attractively presented to view, and it is with 
knowledge of this psychology that progressive 





Attractive Display by Gail Foltz for the Rouser Drug Company, Lansing, Michigan 
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Display by Gail Foltz for the Rouser Drug Company, Lansing, Michigan 


merchants utilize all vacant spaces through the 
medium of displays. Results of the experiment of 
selling through suggestion have been altogether 
too fruitful for them to d'scontinte the practice for 
a single day. 

A certain drug store in the town of Springfield. 
Mass., maintains in the center of a wide aisle run- 
ning in front of the cashier’s desk three display 
stands. Each of these units has a series of shelves, 
on each of which a selection of merchandise is ef- 
fectively displayed. Each morning sees new lines 
of merchandise on display. Interesting is the fact 
that merchandise of inexpensive character is at all 
times featured, and in explanation the store owner 
evidenced keen appreciation of buying tendencies 
by advising that the display stands were there as 
a means of evidencing store service, to help the 
customer who is buying one or two articles with a 
suggestion of a possible need. Incidentally it was 
the extra sale he was after and felt that items 
inexpensive in price would most satisfactorily serve 
the extra sale idea. This is but another example 
of making additional profits without increasing the 


overhead—or making more profits with less pro- 
portionate overhead. 

This ‘same merchant offers the information that 
about forty people out of one hundred to enter his 
store make an additional purchase on the strength 
of some display item registering itself forcibly 
enough to recall a need of the particular article or 
create on the part of the observer a desire to have. 
This same merchant estimates 300 customers per 
day, and on this basis 120 extra sales result from 
displays. Supposing these added purchasers aver- 
aged twenty cents per sale, then the sales resulting 
from the suggestion displays would total $24.00 per 
day or $144.00 for six days. At the end of one year 
of fifty-two weeks of six working days in each 


‘ week, extra sales would total $7,488.00. And all 


this would offer additional profits without increas- 


- ing overhead, cement a tie of service and prestige 


and evidence unmistakably the merchant's desire 
and purpose to progressively serve the needs and 
conveniences of his community. The extra sale idea 
in the drug store is a sure winner. It can be employed 
by every merchant. 


00000000 


BODINE-SPANJER CO. TAKES OVER 
ADDITIONAL FLOOR SPACE 
The rapidly growing business of The Bodine-Spanjer 
Co., Chicago has necessitated the acquisition of additional 
floor space at its Chatham Court factories, and another 
entire floor has been equipped and is now operating in 
conjunction with three other great spaces. 





Plans have been completed for the addition of a dry 
goods department, in the store of Maurice Heymann, 
Lafayette, Indiana. 


EMPORIUM OPENS AT NEW ORLEANS 


The Emporium, Inc., catering to exclusive ladies trade, 
opened in New Orleans, September 25, with an elaborate 
program of novel features, including a smart fashion 
review. The entrance to this new store has attracted 
much favorable comment and comprises a comfortably 
large vestibule with modern windows on either side, where 
the management announces will be presented the finest 
displays in the South. The value of liberal display facilities 
is appreciated by this progressive store. 








~~ 
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Display Service for Drug Stores 


Independent service men make possible the realization of drug store 
display value—Afford means through which potent possibilities 
of window space is profitably manifested 





F: ie independent display service is playing a 
sak prominent role in the advancement of drug 
| @) || store displays, and to this method of obtaining 
sales efficiency through the appropriate showing of 
drugs and sundries the value of the show window is 
being distinctly manifested. 

Today independent service men and organizations 
are to be found in every city in the country, and 
through them the retail merchants have at their com- 
mand means for increasing store sales through that 
powerful agent—display. 

The character of merchandise carried in the stock 
of the average drug store affords tremendous opportu- 
nities through window, counter and cabinet display, 
and since much of this merchandise is of national dis- 
tribution supported by extensive and constant advertis- 
ing campaigns, the druggist who fails to take advantage 
of the opportunities is losing heavily in sales profits 
and neglecting the chance to better establish his store 
as an institution of community service. 

Few drug stores maintain a regularly employed dis- 
play manager, but no efficiency is lost in the progressive 
store that maintains the service of the independent 
artist who, at regular intervals, arranges the store and 
window displays. 

Unusually successful in the rendering of resultful 
service to drug stores and stores carrying lines of na- 
tionally advertised products is the Fisher Display Ser- 
vice, Chicago, at the head of which is S. -Fisher, an 
artist of many years’ experience in the display and ad- 
vertising fields. This organization has directed many 
display campaigns of national scope and has experi- 
enced the problems confronting the merchant and the 
service organization. Mr. Fisher, in a recent survey of 
the display service, notes the rapid development in drug 
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store displays and predicts that the time is not far dis- 
tant when drug stores will insist on the liberal display 
facilities as afforded through the medium of greater 
window front. 

It is not in the display of drugs that the possibilities 
are, says Mr. Fisher, but in the showing of the so-called 
sundry lines such as rubber goods, electric appliances, 
toilet preparations, candy, stationery, pens and pencils, 
cigars, etc., and invariably such items are in most part 





Another Display by the Fisher Service 


nationally advertised, presenting the opportunity of 
artistic display embellishments at no cost to the retail 
merchant. 

In the Fisher plan of organization there is main- 
tained an intimate contact with all manufacturers of 
nationally advertised products. Samples of their dealer 
helps are on file, and very frequently it is the display 
service that is instrumental in placing this material in 
the show windows, to the decided advantage of the 
manufacturer and dealer. In the Fisher plan there is 
a valuable suggestion for other service organizations, 
and the power of it can not be questioned. This closer 
co-operation between manufacturer and dealer might 
well be extended to include the independent service, 
an instrument of inestimable value to manufacturer and 
dealer when professionally employed and satisfactorily 
recompensed for service, the power of which is impos- 
sible to obtain through other channels. 





The independent display service like all other 
institutions of the business world has its problems, 
but greatest of all is the one which will demand a 
campaign destined to eliminate the operation of 
“fly by night” service men whose methods of charg- 
ing and unreliable tendencies will do much to hin- 
der the development of the legitimate service. 
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Another Suggestion for Christmas Setting, by Carl F. Meier, Chicago 


DAZZLING FASHION PROMENADE 
FEATURES CRYSTAL BALL 


ERHAPS the most notable of all functions sponsored 

by the Buffalo Association of Display Men was its 
Crystal Ball and Fashion Promenade held om the night of 
November 18, with 2,000 persons in attendance. 

The fashion promenade started at 8:30, and for an hour 
the display of each garment vied with the preceding in gor- 
geousness and splendor. The models entered at one side of 
the stage and promenaded across the beautifully draped 
stage, which was illuminated with foot and spot lights. 

G. S. Robinson, of Oppenheim, Collins & Co., chairman 
of the Crystal Ball, announced each model as she appeared 
and described the material of which the exhibit was made. 

The finale of the style show was a juvenile wedding, 
dressed in a Walter E. Bedell costume of white satin, wore 
perfect in all its miniature details. The little bride was 
a coronet of pearls and carried a small bridal bouquet 
made up by S. A. Anderson. After the conclusion of the 
performance the bride was presented with her costume as 
a memento of the occasion. The diminutive groom wore a 
cutaway costume made by Cohn-Himmel Co. Edward D. 
O’Dey and Margaret Munger were the principals in the 
mock marriage ceremony. 

The Crystal Ball started at 10 o’clock and dancing to the 
excellent music of Lester Erlenbach’s Century Orchestra 
of fifteen pieces lasted until 2 a. m. 

The Elmwood Music Hall was a gay riot of color. The 
entire hall was covered by drapings of baby blue and white, 
giving the appearance of a huge tent. Amber, pink and 
blue shaded lights suspended from the ceiling cast an iri- 
descent glow upon a large crystal ball which surmounted 
a pedestal in a banked garden of flowers in the center of 
the hall. The gayly colored gowns of th ladies contrasted 
with sombre clothes of the men dancers and gave a carnival 
appearancé to the ball. 


The following stores participated in the fashion prome- 
nade: Adam, Meldrum & Anderson Co., J. N. Adam & Co., 
S. A. Anderson, Betty’s Shop, Walter E. Bedell, Inc., Cohn- 
Himmel Co., Davis Bros., Hens & Kelly Co., The William 
Hengerer Co., Jabraus-Braun Co., Flint & Kent, Butler’s 
Lingerie & Negligee Shop, Meng-Shaefer-Held Co., Michael 
J. Leo, Inc., Oppenheim, Collins & Co., The Kleinhans Co., 
Liberty Clothing Co., Milton Schroder Co., Surprise Store 
and Walkover Shoe Co. 

The men and firms who were responsible for the success 
of the Crystal Ball are: G. S. Robinson, Oppenheim, Collins 
& Co., president; Chas. MacKearnin, Michael J. Leo, Inc., 
vice-president; E. McEachnie, Jahraus-Braun Co., secre- 
tary; E. P. Browder, Kobackers, treasurer; Wm. Amborski, 
Frank Winch Co.; E. L. Buel, Walter E. Bedell Co.; P. J. 
Bellanca, Davis Bros.; M. C. Conner, Meng-Schaefer-Held 
Co.; Wm. Baum, L. L. Berger Co.; E. E. Closky, Weed & 
Co.; Chas. Cook, The William Hengerer Co.; A. J. Dietrich, 
Liberty Clothing Co.; L. Erlenbach, General Electric Co.; 
J. M. Fieblecorn, S. A. Anderson; H. E. Groves, Walkover 
Shoe Co.; J. Houisewood, J. N. Adam & Co; E. Goldstein, 
The Kleinhans Co.; H. Grace, Flint & Kent; Chas. Haas, 
Surprise Store; F. Hochmuth, F. Erion Co.; Clement 
Kieffer, Jr., The Kleinhans Co.; E. Kurczinski, Enterprise; 
R. A. McConville, J. L. Hudson Co.; G. W. Murray, Flint 
& Knt; C. Monde, Givens; G. P. Mead, Roth & Zillig; E. D. 
Q’Dea, McCarthy Bros. & Ford; C. P. Payne, Liggetts; 
E. J. Ryan, Hens & Kelly Co.; B. Rosse, Winegar Hardware 
Co.; E. Smith, National Drug Co.; C. W. Sullivan, F. W. 
Woolworth Co.; H. B. Straight, F. W. Woolworth Co.; 
Geo. Torrigian, Rudins Drug Co.; H. Van Wie, Victor & 
Co.; J. F. Wolfgruber, Adam, Meldrum & Anderson Co.; 
F. Willax, Weisman & Eiss Co.; T. Weigle, E. W. Edwards 
Co. 

The exquisite decorations were designed and arranged 
by Charles Cook and John Feible horn, members of the 
Buffalo Display Men’s Association. 
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Supporting the National Campaign 


No schedule of advertising nationally advertised products is complete 
without liberal consideration to the strength of display as selling power 
—How some manufacturers obtain maximum sales efficiency 


] UNDREDS of manufacturers and thousands 
Sg] of retail merchants are mutually benefiting 

2} to the extent of millions of dollars annually 
through the modern application of the principles of 
co-operation. - 

This great agency in sales making includes a 
program of numerous and 
varied features, prominent 
amongst which is_ that 
closer relationship of pro- 
ducer and dealer associa- 
tions insofar as it affects 
the endeavor of the manu- 
facturer to assist in the 
marketing of products and 
the retailers’ energetic af- 
filiation in the program of 
the former. 

Nowhere, perhaps, is this 
more intimate business as- 
sociation between producer 
and retailer more success- 
fully evident than in the programs designed by 
manufacturers concerning themselves with more 
sales through appropriate and compelling window 
displays. Records of the best known national ad- 
vertisers prove the great success of this medium of 
selling, and today there is scarcely a producer of a 
nationally known product who does not include in 
his organization schedule substantial consideration 








of the window display. It is difficult to find a manu-_ 


facturer who does not concretely evidence his belief 
in the tremendous sales possibilities at his disposal 
through the medium of the show window. 

Extensive display departments are now main- 
tained by hundreds of manufacturers where display 
settings, panels, screens, cards, etc., are produced 
by expert designers and skilled workmen for distri- 
bution among the retailers of the respective 
products. 


The importance of the show window as a 
vehicle for increased sales is rapidly be- 
coming generally conceded, but strange as 
it may seem the unconvinced are for most 
part the retail merchants. It is in a cam- 
paign to overcome this unprogressive ten- 
dency existing among thousands of mer- 
chants that the manufacturers of nationally 
advertised products are now interested. 
This article outlines some of the methods cern. 
successfully and profitably employed. 





While one is naturally inclined to proffer the 
remark that merchants who fail to utilize this ser- 
vice are unprogressive and without highly devel- 
oped business tendencies, it is best that any criti- 
cism be qualified somewhat, since not all merchants 

We must first learn to creep before we walk. 
Knowledge of the alphabet 
is imperative before one 
can write, so also is it ne- 
cessary for a merchant to 
have knowledge of display 
and of co-operation be- 
fore he is capable of fully 
realizing the value of its 
application. Right here we 
have the introduction to a 
problem that has given 
manufacturers much con- 


Since the matter of get- 
ting the products displayed 
is of first consideration to 
the manufacturer with a program of dealer display 
helps, a number of the big national organizations 
have incorporated a department, representatives of 
which have as their essential duty the broadcasting 
of effective display propaganda, or educational pro- 
gram destined to convert the merchant to the belief 
in display. This department has in some cases re- 
sulted from necessity rather than expediency, since 
the old system of writing letters failed to materially 
convince the merchant of the real advantage and 


_ power in the appropriate showing of merchandise. 


Advertising campaigns, those which have in- 
cluded a studied plan of co-operative window dis- 
play helps, have invariably met with great success, 
and where failure resulted imperfection of the 
working plan or the application of it has been re- 
sponsible. Some of the greatest campaigns known 
to the mercantile world featured prominently the 
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Effective Display of Nationally Known Pencil Product by Aison Brubaker, Walker Bros., Fargo, N. D. 


element of suggestion through display, and utilized 
the idea as a tie-up with written advertisements, 
posters, outdoor advertising, etc. 

In the November issue of The DISPLAY 
WORLD a few problems of successful manufac- 
turer-dealer co-operation were discussed. It was 
brought out clearly that failure of some campaigns 
were due to the merchants’ unprogressive attitude 
concerning the modern selling essential—display— 
while, again, the manufacturer failed to extend the 
proper co-operation. 


It seems that the burden is on the shoulders of 
the, manufacturer’s organization. Window display 
has but recently come to be recognized as the 
power that it is, and there are still thousands of 
merchants not yet convinced of its importance. 
These latter merchants, in most part, have as a part 
of their stock in trade a number of articles of mer- 
chandise in the nationally advertised class. It is 
here that the facilities of the national producer 
should be exerted in the form of an educational 
campaign, first designed to educate the dealer to the 
possibilities of selling through displays, and then 
obtain the co-operation of that dealer in the actual 
participation in the plan. 


Various methods of getting the idea over have 
been tried, some with success, others failing utterly 
to accomplish the result. Unquestionably the best 
method of converting the country or small city 
merchant to the faith of mercantile display is to be 
found in the well-equipped salesman or district 
manager, who, meeting the dealers, have every op- 
portunity to gain this confidence, and through direct 
personal discussions advance the modern theory and 
actually convince the merchant of the possibilities. 
The direct interview seems to have met with great- 
est success in the work of introducing the value of 


display insofar as it has invariably resulted in the 
merchant’s initial effort to sell his merchandise 
through display. 

Other great institutions, like the Brown Shoe 
Co., St. Louis; James S. Kirk, Chicago, and others 
have employed with much success the method of 
arranging displays, photographing them and send- 
ing with marked and fitted pieces of the window 
display setting. 

Another plan of merit included letters to all 
dealers, stating details of the manufacturer’s dis- 
play service, with advance information concerning 
contemplated advertising programs and advising 
that appropriate material for window display would 
be at the disposal of all dealers making the request 
for same, together with matrices and newspaper 
copy linking up with the display items. Invariably 
these materials are supplied without cost to the 
merchant dealer. 

Manufacturers’ display material as distributed 
today is designed and finished to lend dignity to any 
display, and toward this end it is not uncommon to 
find manufacturers expending $5,000 and more on a 
single display card or poster. This appreciation of 
the character of the merchant’s show window was a 
stroke of wise business judgment on the part of the 
manufacturer, and today the country’s best retail 
stores regularly appropriate window space to the 
display of nationally advertised products and employ 
in conjunction the display material designed and 
made in the manufacturer’s display department. 


Today displaying nationally advertised products 
demands consideration of the qualities, theme, de- 
sign, workmanship and material, and it is through 
the manufacturers’ continued and more general con- 
sideration of them that displays of nationally adver- 
tised products will become more resultful. 
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Putting Over the Sales Argument 


Finding most effective means of creating a desire to have and present- 
ing it in most compelling manner strongest vehicle in sales appeal 


By JAMES L. MAHON 


Advertising Manager, P. A. Geier Co., Cleveland 


SVAISINS to sell at the candy counter? Ridicu- 
| lous!” That was the way the California raisin 





growers were met when they proposed selling 
their product in handy sized packages for five cents. 
“Raisins as a confection!” folks exclaimed. “Impos- 
sible.” But nevertheless these men heralded their idea 
widely, and today people buy rai- 


habit, and respond in a stereotyped way to whole 
classes of things. There are certain classes which we 
habitually reject without hesitation; there are others 
which we accept in a perfectly automatic manner. 
Every business man has formed the fixed habit of 
rejecting every proposition which he classifies as un- 

profitable. He has an equally 


sins just as they buy gum or candy 
mints or cigars. 

“Eat yeast? What in the 
world!’ Astonishment and _in- 
credulity greeted the announce- 
ment of this idea until the Fleisch- 
mann Company- gave it publicity 
all over the country. and now peo- 
ple actually do eat yeast for their 
health. 

These are two extreme in- 
stances of a serious problem which 
most manufacturers and dealers 


In this article James L. Mahon 
clearly defines the purposes of the 
window display as a means of 
sales creation, and designates the 
effective display as the most po- 
tent means of classifying his prod- 
uct correctly in the public mind. 
The power of the window display 
may be attributed to its incom- 
parable ability to forcefully regis- 
ter a visual appeal, thus forming 
a powerful and compelling influ- 
ence in direct sales creation. 


fixed habit of accepting anything 
which he classifies merely as prof- 
itable. The function of my argu- 
ment is, then, to cause the public 
to classify my proposition with a 
group towards which they have 
formed the habit of acting favor- 
ably.” 

In our experience with Royal 
electric cleaners we find that fre- 
quently the window display is a 
far more potent means of classify- 
ing our product correctly in the 











have to face, the problem of how 
to get the public to look upon their 
merchandise in a new and favorable light. The manu- 
facturer must pick out desirable angles, or points of 
view, and maneuver to get people to see his goods in 
those ways. Walter Dill Scott explains it thus: 

“In so far as possible, we all reduce our actions to 
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public mind than either advertis- 
ing or sales talk. The displayman 
has it in his power to show the actual article, and what 
is more. to show it in a setting which tells the story 
we want told. Advertising and word-of-mouth selling 
are essentials, of course, and in some instances, in the 
sale of specialty articles like ours, one or the other of 
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them may be more important than displays. But the 
point I wish to make is that there are numerous occa- 
sions when the window that tells its tale well is the 
force that breaks the ice of popular indifference for us. 
The power of suggestion exerted by a convincing dis- 
play of this type is such that the passer-by does not 
readily question it. The story of the window is 
stamped in his mind as a fact. 


The electrical appliances for the home made their 
bow to the public as labor-savers, and labor-savers they 
will always continue to be. But that is not the only 
basis on which they are to be sold. The labor-saving 
idea may not appeal to the woman who has plenty of 
servants, and frequently it is not of sufficient import- 
ance to many other women to cause them to buy. And 
so we search continually for potent new angles of 
approach. 

One which we have only begun to develop for the 
Royal cleaner is its ability to clean bare floors, lino- 
leums, concrete, and hardwood flooring. Short of an 
actual demonstration with the cleaner, there is no more 
effective way of presenting this argument, we have 
found, than by means of a window display. The ad- 
vertising man may spill barrels of ink telling readers 
about it, in pictures and in copy, but folk will still ques- 
tion him. The salesman may talk till he is short of 
breath and use up all the words in the dictionary, and 
the prospect will merely nod vaguely and say, “Isn’t 
that wonderful?” But in the window we can show the 


actual situation, a modern kitchen, well furnished, a 


strip of linoleum, the cleaner on it ready for action— 
here is a visualization which the housewife cannot 
escape. She sees it and her mind registers the fact 
that the Royal cleans linoleum. The display is potent 
even though it embodies no action. 

A similar experience has shown us the value of the 
window in putting the cleaner before people as a suit- 
able Christmas gift. No one would think of giving 
Mother a broom for Christmas, and because the vacuum 
cleaner is a sort of “glorified” broom, the feeling is 


likely to linger that it is too prosaic for a present. Ad- 


vertising pictures showing it beside the Christmas tree 
help, but they don’t fully carry conviction. The only 
thing I know of that does is a clever Christmas win- 
dow, holly, poinsettias, Christmas gift boxes creating 


‘an unmistakable atmosphere of the holiday, and in the 


center of it a shining new electric cleaner, wreathed 
and marked for the home-maker of the family. Such 
a set-up does indeed solve the problem. A good-looking 
cleaner is really an entirely suitable gift, representing 
as it does much thoughtfulness for the mother’s com- 
fort and happiness—but it takes a well-planned window 
to convey this notion to the crowd with any degree of 
success. 

Why is it that hard-to-put-over ideas are so often 
best handled in displays? What is it that gives the 
window its advantage? This should be a point of con- 
siderable interest to the window man. 
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Effective Display by A. J. Krank, St. Paul, Minn. 





My own opinion is that it is the simple fact that the 
window presents so forceful a visual appeal. There’s 
no denying that what we see influences our actions very 
strongly. “Seeing is believing,” according to proverbial 
wisdom, and the scientific folk say that sight is more 
powerful than hearing or almost any other avenue of 
approach. Certain it is that in the primitive life of 
the race, and also in the early days of the child’s life, 
danger is apprehended by sight, and sight is all impor- 
tant as a means of initiating the youngster, as well as 
the savage, into a knowledge of his surroundings. If 
we were not so largely influenced by it, would we'sit 
for hours, thousands of us, at moving picture shows 
every night? 

Closely allied with the sense of sight is the also 
fundamental sense of touch. A baby’s first desire is 
to touch everything in sight ; he wants to put the objects 
in his mouth. When we grow up we refrain from 
attempting to eat everything from shoe-strings to par- 
lor tables, but we do like to touch and handle objects 
in which we are interested. The movie people recog- 
nized this natural tendency when they invented the 


“close-up,” a master stroke. The close-up brings actors 


and objects so near that you almost feel as though you 
were touching them. But the window display has the 


’ advantage, when compared with movies, that it pre- 


sents the actual objects, not merely a representation of 
them. And they are near enough to the spectator to 
give him practically the sense of feeling them. This 
sense is akin to the sense of ownership, and therefore 
is of the greatest importance. 

To be sure, one may see and feel a vacuum cleaner 
in the shop, without the interference of a pane of plate 
glass, but there the glamour of setting of the window 
trim is missing. It takes the “stage” which the display 
window affords to give you an opportunity to tell a 
visual story about the appliance, and that is what we 
need when we set out to “classify” it in the house- 
wife’s mind as desirable, or if possible, an indispensable 
part of her household equipment. 
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The Profitable Connecting Link 


Window display invaluable as tie-up between national and local pub- 
licity—Appropriate display an investment—Effective Embellishments 


By H. MILLS 
Display Specialist, L. E. Waterman Company 







Ww ANY problems of merchandising can be greatly 
EXE simplified through a seasonal display of stocks 
la] or items in which a dealer specializes, as the 
show window is a medium of solicitation that reduces 


at once both sales effort and sales expense. 








On all advertised products they are invaluable 
as the connecting link between national or local 
publicity and your store as a distributor of known 
and reliable merchandise. They are efficient, yet 
silent salesmen. 


The average merchant, particularly the small re- 
tailer, is too much inclined to look on advertising 
as an expense, and very seldom indulges in publicity 
except when a special sale or other event necessitates it. 
Of course, it is not sane to expect a small merchant 
to carry double column advertisements in the news- 
papers daily, but one medium of advertising that 
can be developed by any class of retailers (large 
or small) into a steady sales promoter is the win- 
dow display. 

It is the eye of the store. There must be win- 
dows to all stores, and practically the only cost 
of keeping them earning profits is the value of 
the time that is required to properly arrange the 
displays. Careful observation by anyone interested 


will give a full illustration of how most window 
displays are treated. Many of them are just a 
conglomeration of everything literally thrown 
together and apparently dropped into place with 
the least possible effort. It seems peculiar that 
proprietors do not utilize their window more 
to advantage than they do Those stores which do 
not employ professional window dressers would do 
well to have a service man take care of them. 

It would be a sane idea if more retailers would 
have their windows decorated in accord with the 
different seasons and periods. The leading manu- 
facturing concerns adhere closely to this policy in 
their service stores, and it would be an easy matter 
for a distributor of any well-known product to 
utilize the manufacturer’s advertising bureau in 
getting the proper assistance in preparing effective 
seasonal displays and obtaining the necessary 
material. A display in line with some current hap- 


pening gives additional magnetism to the window 


display, and it is a good idea for retailers to capi- 
talize this phase of publicity. 

Anything unusual, some object or rotary figure 
that will attract attention is good to use, as it will 
line up the people in front of the window. Constant 
changing of displays will get people into the habit 





Striking Carter Underwear Display by Howard E. Oehler, Wieboldt’s, Civicago 
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Display of Nationally Advertised Stationery by Alson Brubaker, Walker Bros., Fargo, N. D. 


of looking to see what’s new, and thus it forms a 
clientele which eventually will result in sales. 

The writer not so long ago was talking to the 
proprietor of a medium-sized stationery store in 
one of the leading cities in New Jersey. A man 
came in and asked to see a certain article. The 
writer watched the proprietor make the sale, and 
being interested to know if the purchaser was at- 
tracted by any window pieces, inquired and received 
this reply: “Why, yes, I’ve been wanting to buy 
this for some time, and passing tonight I couldn’t 
help but notice the neat display in the windows, so 
I looked it over and saw a card that reminded me 
of the article I wanted. I’d have stopped further 
down the street at the other fellow’s, but between 
you and me, do you know his windows are always 
so untidy, it kind of makes one feel untidy when 
he goes into the store” 

In discussing the subject of display, particularly 
that phase of it concerning the showing of nationally 
advertised products, one can not well omit reference 
to the great field it covers and the extensiveness of the 
sources on which displaymen, merchants and manufac- 
turers draw for display essentials and embellishments. 

The manuacturers of nationally advertised products, 
while divided on the question of any set of most effi- 
cient display materials, are great users of composition 
board, posters, and lithographed card and mat board 
items, including screens, sectional panels, dummy con- 
tainers, display stands, plateaux and complete back- 
ground sets. 

Interesting indeed are the reports from two well- 
known manufacturers distributing products through 
the country and co-operating with their dealers through 
the medium of what has come to be generally known as 


display helps. Each manufacturer works on a monthly 
schedule—that is, each issues monthly material for 
regular displays. Desiring to ascertain the most effi- 
cient means of manufaturer-dealer co-operation, ques- 
tionnaires were prepared and sent out requesting in- 
formation of each dealer concerning his preference in 
the matter of display material. Strangely enough, the 
responses, while conclusively supplying the informa- 
tion, disclosed the fact that the dealers of Manufacturer 
A evidenced a decided demand for lithographed items. 
as dsplay embellishments, while the dealer agencies of 
Manufacturer B manifested little interest in materials 
of this character. 

To be sure, the character of products differed 
greatly, and herein reposed the reasons ‘for the opposite 
declarations. This I use as evidence of the fact that 
what appeals and serves well in one field will often 
fail miserably in another, and such findings are further 
illustrations of the necessity of careful study of one’s 
products and the communities into which they will be 
distributed. 

Regardless of the results of tests and researches, 
there can be no denying the importance of lithography 
in national advertising. Indeed it is playing a tremen- 
dous role in making sales today and may be easily 
termed the most versatile and generally productive es- 
sential in the display department of the manaufacutrer. 

One has but to recall the beautifully effective dis- 
play material of the Richard Hudnut and Marinello 
products, the many cigarette and tobacco brands, and 
hundreds of food, health and beauty items. The power 
of this character of display embellishments is best at- 
tested in the tremendous sales volume of the products 
in question and the continuous and more extensive use 
of lithographed material as a means of sales creation. 
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Selling the Advertised Product 


Window display advertising offers best medium for sales creation— 
Results of interesting experiments by The Armstrong Cork Company 


By PAUL G. LAMBERT 


Manager Linoleum Division, Armstrong Cork Co. 


progress during the last few years as window 
display. As a consequence no form of adver- 
tising has yielded the returns in increased business. 
The displayman of today admits that he can sell any- 





terial. to display properly. Its weight and bulk have 
been against it. Furthermore, the kitchen-pantry- 
bathroom patterns did not lend themselves well to high 
class display, and as a result suffered in lack of space 
given to it. However, during the past few years these 


thing in his windows, whether it be plows, houses or 


carpet tacks. Nothing is too big, 
too small, or too difficult. 
Possibly one of the reasons the 
displayman has made the progress 
he has is because every day he 
must evolve ideas that are new 
and present effects that are unique. 
This constant test has brought out 
display managers who have out- 
classed their predecessors at every 
turn of the game. A few years 
ago your display manager was a 
mere cataloguer; today he is a 
story-teller. [Yesterday he dumped 


National advertisers are rapidly 
embracing the theory that well- 
displayed products form the most 
powerful element in any selling 
campaign. The Armstrong Cork 
Co., one of the many manufac- 
turers of nationally advertised 
products, considers displays nec- 
essary for maximum efficiency in 
all its advertising campaigns, and 
contests featuring the appropriate 
display of its products form a vital 
part of every selling schedule. 


difficulties have been overcome in several ways. Lin- 


oleum is no longer the floor only 
for the kitchen, pantry and bath- 
room ; it is coming to be used, as 
in Europe, more and more in the 
living-room, dining-room and bed- 
room parts of the house. Conse- 
quently the patterns of linoleum 
have undergone a decided revolu- 
tion. More subdued in color and 
dignified in design, they lend 
themselves admirably to better 
window displays. 

But it has remained for the 
displaymen to capitalize on and 





a pile of shoes in the window; 
tomorrow he will arrange two or 
three pairs skillfully, with perhaps a well selected top 
coat, walking-stick and scarf. 

On two occasions has this wonderful transition 
among displaymen been brought home to the Arm- 
strong Cork Company, makers of Armstrong’s Lino- 
leum. These occasions featured window display con- 
tests, open to merchants throughout the country. 

Linoleum has been looked upon as a difficult ma- 








explain the use of linoleum for 
every room in the house. Where 
the window decorator of a decade ago used a medley— 
sometimes a jumble—of patterns, the displayman now 
tells his story in a more subtle and therefore more 
forceful way. With his knowledge of color harmonies 
and lighting effects, he introduces the story of the use 
of linoleum, showing it with draperies, furniture and 
rugs. Thus linoleum is no longer a material with a 
geometrical design that comes in a roll, is sold by the 





Geometrical Display of Linoleum Patterns by Mandel & Schwarzman, Bloomington, Ill. 
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Display by A. B. Vogel for Vogel & Sons, Spartanburg, Pa. 


yard and tacked to the floor. It is, instead, an integral 
part of the decorative scheme of a home. 

So skillfully was this very thing done by A. RB. 
Vogel, of Vogel & Son, Spartanburg, S. C., that he was 
awarded first prize in the recent Armstrong Window 
Display Contest. And J. H. Larson, of A. H. Heil- 
man & Company, Williamsport, Pa., added two prizes 
to his already vast number for several clever displays 
showing the use of linoleum in the home. 

As with other merchandise, there are a variety of 
ways of displaying linoleum. The old educational dis- 
play is always new, and recently Macy’s, of New York 
City, blocked Broadway with pedestrians who stopped 
to study an educational display showing the ingredients 


that go into the making of modern linoleum. 

“Bob” Leath, displayman of the Piersol Company, 
Inc., Lancaster, Pa., sold five thousand dollars worth 
of linoleum in one week when he reproduced in his 
window a doctor’s office and waiting-room showing 
the use of linoleum as an appropriate floor. 

But the success of linoleum display has been largely 
a part of creative ability and ingenuity of modern dis- 
playmen. They have caught the spirit of the new use 
of linoleum, and products of the character not pre- 
viously given consideration in window display, and 
they have told the story in their windows so success- 
fully that they have created for their stores a market 
which the displaymen of a decade ago did not know. 


SHOWS HOSIERY IN THE MAKING 
The Belmont Shops, Reading, Pa., recently attracted 
considerable favorable publicity through an educational 
display of hosiery manufacture. A battery of machines 
with girl operators illustrated the actual process of hosiery 
making. 





DEPARTMENT STORE PLEDGES 
$10,000 TO AID CITY 


In a recent advertisement printed in a Cincinnati Sun- 
day newspaper, the John Shillito Co., Cincinnati, announced 
through its president, Stewart Shillito, its desire to pledge 
itself to be one of one hundred persons or corporations to 
give $10,000 each to the city of Cincinnati as a means of 
offering co-operation in a plan designed to assist the 
Queen City in its effort to overcome heavy budget re- 
quirements. 


SIXTY-THIRD ANNIVERSARY FEATURED 
BY SPECIAL SALES EVENTS 
Walker Bros. Dry Goods Store, Salt Lake City, Utah, 
recently observed the sixty-third anniversary of its busi- 
ness life wth a series of unique sales which were pro- 
nounced as the most successful of all store events by W. C. 
Lewis, manager of the company. 





WINDOW DISPLAY TO ASSIST 
IN RAISING BUILDING FUNDS 
William Grams, display manager for the Denver Dry 
Goods Co., Denver, recently featured in one of the big 
show windows a display showing a model of the contem- 
plated new St. Vincent’s Home for Orphaned Children as 
a means of stimulating interest in the institution’s cam- 
paign for building funds. The model shown in the display 
was built by the boys of the home. 
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Chicago Monthly Display Review 


Big stores present most elaborate holiday displays with toy depart- 
ments including most extensive stock in history—Windows of rare 
beauty suggest gifts of every character and at any price 


ITATE STREET stores advertised the opening 
of their toy displays at least two weeks earlier 
| this year than in seasons past, all advertise- 
ments announcing that toy sections would be open in 
complete readiness Saturday, November 18th. Even 
with this additional two weeks, time is very short to 
view the almost endless array of toys and Christmas 
gift suggestions in Chicago’s great stores. 

At Marshall Field’s, the large corner window is the 
feature attraction, devoted to toys, in a variety and 
assortment of the most elaborate and costly from the 
world’s greatest toy makers. The background is of 
two tones of mauve with a large center arch outlined 
with red foliage and red glass balls. A curtain of 
metal cloth hangs in graceful folds of red, blue, green, 
and lavender, the colors changing as one moves from 
one position to another, the change in colors being due 
to reflection of colored lights. On each side of the arch 
are massive Christmas trees of silver tinsel, twelve feet 
in height, decorated with light green ornaments. 

The adjoining windows are ina series of blue, green, 
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and mauve velvet stretched tight across the back with 
curtains in fullness on the sides. Large round wreaths 
of enameled red leaves with drops of balls made of 
red berries served as embellishments. Alternating 
windows carry a candelabra of sixteen candles, each 
having oblong bases of blue blending into red, laven- 
der, and up to light green. The candlesticks are one 
inch in diameter and about twenty-four inches tall. 
The torchieres stand about seven feet high and are 
most elaborate in carved design. 

Merchandise is displayed on oblong plateaux and 
benches finished in dark blue. Boudoir pillows and 
novelties, rain sticks in most elaborate handles, gloves 
and children’s apparel are featured. 

At the Boston Store large silver tinsel wreaths with - 
fancy red roping and green holly sprays are featured 
in the center of each window. The large corner win- 
dow is a great attraction of toys, with a massive me- 
chanical elephant, animal teeter-totters, clowns on bar- 
rels, and performing seal, surrounded by every con- 
ceivable kind of toy. 
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A Recent Display by A. V. Tracer for Marshall Field & Co., Chicago, Illinois 
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Striking Display by H. E. Oehler for W. A. Wieboldt & Co., Chicago, Ill., Employing Color Lighting 





The adjoining window is of unusual interest, hav- 
ing a center panel of cut-out work of a large Christmas 
tree in green on a yellow background, with Santa 
Claus in brown on a red ladder trimming the tree. This 
panel is in a deep frame of holly, and on each side of 
this panel are grill windows with blue background with 
silver stars, and a candelabra of one red candle. Jew- 
elry, leather goods, beaded bags and novelties are shown 
in this Christmasy atmosphere. 

La Tausca Pearls are featured in an entire window 
of unusual artistic treatment, while another entire 
window is devoted to fancy slippers with holly boxes. 
Display Manager McCormick is to be commended on 
his strong holiday display series. 


Effective Displays at C. A. Stevens’ 


Green metallic holly in festoons with red fox tails, 


arranged along the frieze of the windows, with small _ 


silver baskets with red poinsettias and metallic green 
leaves aranged with the merchandise at various points 
of interest, form the outstanding decorations at Chas. 
A. Stevens & Bros. Great skill is evidenced in the 
arrangement of Christmas gift suggestions, all of 
which are of a fetninine character and almost without 
exception in bright colors. The large island window is 
devoted to women’s gowns posed with wax figures, 
with a five-foot basket of poinsettias in red in a massive 
arrangement. 

A. H. Kagey, display manager for Mandel Bros., 
has some exceptional windows. Alternating windows 
are of silver applique curtains, hung straight, and light 
mauve plush draped back with large green holly 
wreaths with metallic red ribbons, centered with a 
candelabra of three candles and a gold halo. Women’s 


breakfast coats, silk underwar, knitted sport wear, 
leather goods and novelties are strongly featured and 
most artistically arranged. The large corner and ad- 
joining window are devoted to an unusual display of 
toys and children’s furniture, including a child’s size 
phonograph. The background is most unusual and 
attractive, covering the entire window length, a most 
beautiful painting of Alice in Wonderland, with 
heraldic .designs, serving as a most effective setting. 
Other displays of note are boudoir pillows and novel- 
ties of unusual loveliness, infants’ wear and all things 
imaginable in gloves, lacey things, hosiery, and gift 
suggestions too numerous to detail. 

At Carson Pirie Scott’s, Display Manager Tanne- 
hill has augmented the gold plush background with 
profuse sprays of holly with red berries in one-half of 
the windows carrying the center doorway, while the 
other half of the backgrounds with two doorway open- 
ings have a large green holly wreath hung between. 
A davenport and chair and tables are used in each 
window to display leather goods, umbrellas, games, 
fitted traveling cases, bags, and novelties, gloves, hand- 
kerchiefs, hose, slippers and buckles. Entire windows 
are devoted to children’s wear and men’s wear, with 
unusual care devoted to displays of boudoir pillows 
and novelties, phone covers, etc. 

One entire window given over to fancy woven 
baskets of every sort and description with a center 
setting of a Japanese shop with miniature baskets from 
the size of a thimble to the size of a tea cup, woven 
from the finest of fiber. Lamps, furniture, tancy jew- 
elry, writing sets, silver services and art wares each 
have an entire window. 

The center island window of Bedell’s is the main 
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Christmas feature, with a background of green velour 
curtain with an elaborate festoon of gold fruit and 
leaves. Five-candle torchieres in red and gold and six 
feet high are also appropriately employed. Red, green, 
and white lights reflect a myriad of color combinations 
most pleasingly. The balance of the windows are de- 
voted to general gift suggestions in feminine apparel 
and accessories. 

Jewelry and fancy novelties are shown on gradu- 
ated plateaux in full size windows with a mammoth 
eight-foot candelabra of ten candles with arms to each 
side and front. Gold fixtures are used extensively in 
the showing of neckwear, handkerchiefs, plumes and 
perfume, leather goods, fancy baskets, vases, stationery 
and nickeled and silver coffee sets and percolators. 


Big Toy Display at Rothschild’s 

The large corner window at Rothschild’s, with the 
adjoining one, are featuring toys. The background is 
unusually attractive with a large panel of red velour 
with large moving circle in colors of red, yellow, and 
blue. The circles turn in opposite directions, thus 
giving the effect of looking through a tumbling glass. 
On each side of the circle are large ovals in transparent 
colored lights. A large automatic Santa Claus holds a 
moving child on his lap, attracting much attention. 
White frosted holly is the decoration scheme, which 
shows up well against red plush. 

Red plush is draped over davenport tables as well 
as chair and tables in the various windows on which 
displays of stationery, books, games, leather goods, 
fitted cases, handkerchiefs, fancy work and pillows, 
china, cut glass, etc., are displayed. 

Green holly wreaths, forty-eight inches in diameter, 


with red berries, with candelabra of two red candles 
are centered in each window against tan repp curtains. 
One large window features a showing of phonographs 
of a twenty-carload sale. 

At M. L. Rothschild’s, where Harry C. Davis pre- 
sides as dictator of displays, metallic green wreaths 
with fancy red festoons are featured in half of the 
windows, while the balance carry metallic green wreaths 
with red fox tails. Green plush is puffed on the floor 
along the glass on which are artfully displayed gift 
suggestions for men. Each window carries a solid 
display of overcoats, suits, hats, neckwear, caps, house 
coats and gloves. Christmas show cards are very at- 
tractive in gray mottle beveled and lettered in white 
with embosed bells and poinsettias at top. 

Candelabras with large gold oblong base edged in 
red, holding twelve candles with a touch of holly spray 
form the main decorative feature of E. H. Leaker’s dis- 
plays at the Hub. Red plush mats with gold border 
are used under two large plateaux in each window. 

In the smaller windows one five-foot candlestick 
with red plush base is used in telling effect. Holly box 
covers are placed on top of pedestals in a clever effect, 
while holly boxes are worked into displays of furnish- 
ings. 

One large display of evening dress clothes, very 
impressive and well balanced, with a heavy white bev- 
eled embossed border card lettered in black pen Roman 
has caused much favorable comment. General mixed 
displays of suits and accessories with gift suggestions 
are featured in units on plateaux. Thee displays have 
a dark brown card with fancy embossed candlestick in 
gold, red, and green, with a light tan panel to right, 
lettered in pen Roman black. 
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Operating the Display Department 


The first of a series of articles outlining in detail the plans of depart- 
ment operation employed by successful displaymen—The plan of 


O. E. Wheete, Halliburton-Abbott Co., discussed and illustrated 


| YSTEM, that orderly method of conducting 
| the duties of any office, or work of any de- 
partment, is vital to the displayman. Just as 
failure invariably envelopes the business without it, or 
hinders the progress of any work attempted with little 
regard for the importance of it, similarly will its fail- 
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One of O. E. Wheete’s Beautiful Displays 


ure to properly function in the display department 
result in inefficiency and disrupted operation of the 
department. 

While no standardized system of display depart- 
ment operation has been introduced—and perhaps for 


very good reasons—due to wide divergence of store 
policies, requirements in regard to window and interior 
displays, display managers generally have, on study of 
their department merchandising methods, store poli- 
cies and method of organization budget systems, 
evolved a system individually designed for effective 
operation of the respective departments. True, the 
system of Mr. Tarrasch, at Stix, Baer & Fuller’s, 
would perhaps fail of perfection in the dry goods 
store store of A. Goldberg at Antigo, Wisconsin, and 
for the same reason the department system of Harry 
Davis, display director for Maurice L. Rothschild, 
Chicago, men’s clothing store, would perhaps be in 
some manner unfitted for 100 per cent. efficiency in 
the department of Mr. McArdle, display manager for 
Orkin’s women’s specialty house. Yet any and all of 
the systems to which reference is made are most likely 
perfect systems when confined to use in the depart- 
ment or store for which they have been designed. 

It is planned to introduce and discuss in the pages 
of The DISPLAY WORLD systems employed by 
displaymen throughout the country. The operation of 
display departments of all character of stores will be 
included in the series, and in this issue the first system 
is presented. It is the one employed by O. E. Wheete, 
a display manager of national importance and treasurer 
of the Displaymen’s Association. 

The system of department operation as applied by 
Mr. Wheete has been very successful in its employment 
at the store of Halliburton-Abbott, Tulsa, Okla., where 
Mr. Wheete has for several years directed displays. 


_ 





Deudew hole Nev. Grr 


oc . © © = 


af 





el 
vy, 








yy PL ys YF &67PEF fw % 


; gt ef Manel >— 
(P het Fier OA 3 


IZ We 18 (9 Bt ewe th 27 we 4 5¢ Br 23 


e © N 





Record Sheet used in Making Charges to Departments for Display Space ‘rranted 
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Conceded by store managers, department heads and the 
display manager to be ideally perfected for adaptation 
in the Halliburton-Abbott store, Mr. Wheete does not 
offer it as a system perfectly designed for all stores. 
Store policies vary, and accordingly respective display 
departments must function in harmony with them. 
However, the system or plan of operation as conceived 
by Mr. Wheete does serve well and profitably the store 
for which it was designed, and offers an ideal plan that 
could be employed without change in hundreds of re- 
tail stores. 

It is closely connected with the functioning of all 
departments, and calls for the very desirable feature 
of frequent meetings of department heads. These 
meetings, held Tuesday morning of each week, bring 
together all department managers, including, of course, 
the advertising manager and the director of the dis- 
play department. At this meeting special sales plans, 
store occasions and civic events are discussed. Inci- 
dentally, all department assistant managers are present 
at the meeting, so as to be fully equipped to issue 
instructions to sales people and fully co-operate in the 
successful completion of any event. 

It is at this meeting that department managers make 
requisition for window display space, and records are 
immediately made of all requests. In case the requests 
for display space exceed the space available, the vari- 
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Showing Another Display by O. E. Wheete 





A RRR nant a I 


ous requests are reviewed, with the invariable result 
that the item of merchandise or department most in 
need of the sales stimulant gets the space allotment. 
Not infrequently does a department head voluntarily 
withdraw his request in favor of a department he feels 
needs co-operation at the time more than his own de- 
partment. This system of display allotment, with op- 
portunity for discussion and with all department heads 
present, eliminates the friction that is so general in 
many stores. 

At the store of Halliburton-Abbott the two-change 
weekly schedule is in effect, excepting when special 
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Window Chart Employed in Operation of 
Display Department 
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DISPLAYS | main STREET 





sales or events require a variation from the program. 

Displays for “mid-week” are planned in advance 
and arranged in the Fifth Street windows on Tuesday 
morning following the meeting of department heads. 
These displays remain in place until the following Fri- 
day morning. The windows on Main Street are ar- 
range with “mid-week” displays on Wednesday morn- 
ing, remaining unchanged, save the occasional replace- 
ment of merchandise, until Saturday morning. The 
changes of Friday and Saturday are termed “Sunday 
displays’—known as such since they remain in the 
windows over Sunday. 

Mr. Wheete rarely deviates from this system, with 
all Fifth Street windows changed on Tuesdays and 
Fridays and all Main Street windows re-displayed on 
Wednesdays and Saturdays. The remaining two days 
are devoted to planning of future displays, selecting 
merchandise and fixtures and making show cards and 
tickets. 

The wndow chart reproduced here discloses three 
open sections with headings designated as “Special,” 
“Remarks” and “Results.” In these spaces records are 
kept concerning any special feature of display, event or 
merchandise, character of merchandise employed, per- 
haps some features of the merchandise displayed, and 


results accruing from displays. Here also is notation 
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Yarn Lisplay by Jay Rietbera for Chas. Trankla & Co.,Grand Rapids, Mich. 


made concerning specially priced merchandise and 
special conditions under which displays are made. 

Display Manager Wheete is opposed to “stocky” 
displays, and in this has the co-operation of the store 
executives, and to this policy is attributed the tremen- 
dous success of the Halliburton-Abbott windows. 
Even in “sale season” the windows are dignified, with 
only a small amount of additional merchandise show- 
ing. The policy of trim-may be clearly judged from the 
fact that Window No. C, with a floor space of 150 
square feet, seldom presents more than five or six 
gowns or garments, with three or four hats. 

Mr. Wheete has evolved an equitable system of 
department charging for display space granted. The 
system is based on the daily schedule, and affords a 
means of complete and accurate check on all depart- 
ments, with record sheets giving immediate informa- 
tion concerning the amount of space charged to the 
respective departments. Display windows A and C are 


approximated as having a daily rental value of $10.00 
each; Window No. B, which is an island window, 
brings $7.50 per day, while Windows 1, 2 and 3 are 
valued at $5.00 daily. Windows 4, 5, 6 and 7 maintain 
a daily rental value of $2.50 each. Rental of entrance 
cases is included in the rental of the main floor depart- 
ments, and are at all times given over to the display of 
merchandise to be found on the main floor. 

Like all progressive stores, Halliburton-Abbott ap- 
praise the value of its department heads accordingly as 
they succeed in producing results, and in this connection 
it is well to mention the success of Display Manager 
Wheete. Mr. Wheete is director of his department; 
he has the authority and appropriation that should be 
every display manager’s, but which, unfortunately, is 
given to but a few. To the executive position of Mr. 
Wheete in the store organization and his ability to pro- 
duce-results, the success of the Halliburton-Abbott Co. 


is in great measure due. 


00000000 


APPROPRIATE DISPLAY BRINGS 
$50,000 IN BUSINESS 

Three large models of completely furnished and deco- 
rated homes featured the November displays of the L. W. 
Burlingame Co., South Bend, Ind. Miniature residences 
were complete in every detail, and included fire-places, 
porches, window shades and other accessories of the mod- 
ern home. 

Window displays have become a major part of the sales 
program at the Burlingame store, and, commenting on the 
value of this method of advertising, L. W. Burlingame, 
general manager of the store, states that $50,000 of the 
sales made during the past two months have been directly 
the result of appropriate and compelling window displays. 

The Goldsmith Company, Dallas, Texas, ovserved its 
forty-eighth ‘anniversary during the week of November 9 
with a series of excellently presented displays forming an 
outstanding feature of the event. 


CHAIN STORE DISPLAYMEN 
HOLD CONVENTION 


During the week of December 4, the displaymen from 
the ten units of the chain of Ross Stores, Inc., met in con- 
vention at the offices of the company at New York City. 
Representatives were present from stores at Niagara Falls, 
Kingston, Troy, Pittsfield, Mass.; Jersey City, Perth Am- 
boy, Bayonne, and Bethlehem, Pa. 

Important demonstrations were presented by A. Urbach, 
displayman for one of the New York Ross stores; E. 
Ritchie, displayman for Ross Stores, Inc., Bayonne, and 
C. Olsen. Mr. Urbach, following his demonstration, dis- 
cussed the display value of “unit trims,” and cited examples 
of grouping efficiency. Mr. Ritchie’s demonstration fea- 
tured card writing, wherein the displayman pointed out the 
advantages of single stroke lettering for cards and posters 
in the busy retail store. Draping cretonnes and silks com- 
prised Mr. Olsen’s contribution to the program, during 
which he demonstrated with various materials. 
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, Should there be formed an asso- 


Monutacturers ciation elligible for membership in 
Organization : 

which would be all manufacturers 
Needed 

of display equipment and decor- 
ations? 


We believe that such an organization could be 
of great influence in the development of the display 
profession and at the same time materially extend 
the possibilities of the enterprises, individually and 
collectively of those thus affiliated. 

We understand that a group of manufacturers 
did meet in Chicago several months ago and all the 
motions incident to organization establishment per- 
formed, but to date we have heard of no accom- 
plishment, and we believe, insofar as most manu- 
facturers are concerned this so-called organization 
is without the energy or authority to function. 

We contend that there is need of a strong or- 
ganization of those interested in the manufacturing 
end of the display industry and can visualize the 
importance and power of such an organization if 
perfected and operated along business-like prin- 
ciples. 

In such an organization there should be no roox 
for the unprincipled business exploiter who has as 
a business code the firm resolve to hinder the func- 
tioning of the organization through his unreliable 
business methods. Manufacturers and manufac- 
turers’ representatives of character and principles 
should constitute this organization, and there 
should be no room for the man who considers him- 
self just a little too honest for the other fellow and 
immediately sets out in the practice of dishonest 
methods destined to result disadvantageously to 
his competitor. . 

Manufacturers of this type may be easily denied 
membership and without them any organization 
will have better opportunities to succeed. 

An organization such as considered is needed 
and it is hoped that the time is not far distant 
when one will be functioning to the material success 
of the displayman and manufacturer. 


As an aftermath to every state and 


Judgi ' 

=~ national convention of displaymen 
—— there is invariable dissatisfaction and 
at. eee eee 


frequently insinuations concerning 
the methods covering the judging of contest pho- 
tographs. For many years past this condition has 
prevailed and it is high time that consideration 
should be given to what has become a prominent 
feature of all displaymen’s conventions. 

We believe with many displaymen who have 
registered complaints that there has been some- 
thing wrong with the system of judging, and are 
inclined to discount almost in full the insinuation 
that partisan or other reasons have influenced the 
actual judging, though we regretfully admit that 
there have been occasions where the evidenc of this 
unsportsmanlike action has been at least circum- 
stantially present. 

We cannot applaud the judgment of appointing 
a men’s wear displayman to control the deciding 
vote on a series of contesting-photographs present- 
ing drapery as the subject of competition any 
more than we could commend the condition that 
would place a displayman who has confined his 
years to the specialty shoe display in the position 
to cast the deciding vote in the millinery class. 

Particularly have complaints manifested them- 
selves in the classes including show card examples 
and particularly weak has been the effort to place 
the work of judging in the charge of men fully 
competent to judge this specialized work. We be- 
lieve that contests should have very serious con- 
sideration in their judgment since the contestant 
has entered into it in good faith. 

The concensus of opinion has always been con- 
sidered as a pretty authentic judgment—far better 
at least than the judgment of one man whose exper- 
ience has been confined to phases aside from those 
over which he is willing to stand as supreme au- 
thority. And the three-men board has erred fre- 
quently enough to warrant a remedy in the impor- 
tant work of contest judging. 
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We believe the fault lies in the generally prac- 
ticed system and offer as a suggestion the adop- 
tion of the plan of delegate decision, in other words, 
the concensus basis. The plan we believe to be 
worthy of a trial. The delegates, representatives 
of their profession, voting secretly on unidentified 
photographs will, we are sure, exercise wisdom of 
selection untainted by partisan or other forms of 
professional jealousy. 





The announcement of Mr. Jerome A. 
Koerber’s new text treatment “The Art 
of Draping” has brought many expres- 
sions from display authorities and men of 
the profession from all parts of the coun- 
try.. The great need of this important work is in 
every instance strongly set forth in view of the 
knowledge of draping as an essential in thorough 
display practice. 

Unanimous also is the opinion that the author, 
Mr. Koerber is most admirably equipped to present 
authoritatively the theory and practical conception 
of the art in which he has for more than a score 
of years been recognized as the most reliable au- 
thority. 

The book is now in print and in view of the ad- 
vance orders received since the announcement in 
the November issue of The DISPLAY WORLD, a 
second edition will be made necessary. However, 
a delay will necessarily be experienced before the 
second edition can be put to press and it is therefore 
suggested that all desiring copies of Mr. Koerber’s 
work list their orders now. “The Art of Draping” 
will be ready for delivery January Ist. The pre- 
publication price is $3.00 postpaid to any part of 
United States or Canada. 


Art of 
Draping 
Edition 
Limited 





Less than 25 per cent of the enrolled 


Educational . : 
membership of the displaymen’s inter- 
Program ) ais 
- national association have ever at- 
Required 


tended a convention of that organiza- 
tion. Under the present organization plan what 
benefit is extended to the 75 per cent who for one 
or many reasons fail to attend the annual 
gathering? , 

This question, not of our manufacture, is asked 
following persistent complaints of affiliated mem- 
bers who have paid their dues regularly without 
experiencing any benefits whatsoever. 

The DISPLAY WORLD also wonders just how 
powerful can an organization become that concerns 
ieself not even a little with the affiliated member- 
ship not fortunate enough to be present at the an- 
nual meetings, held hundreds of miles from the 
homes of these men. In giving thought to the 
query there comes the natural conclusion that the 
organization is not functioning as an organization 
should function. It is offering nothing to the ad- 
vancement of these men—paid-up members. And, 
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is it not reasonable to assume that the slow devel- 
opment of the displaymen’s organization has in 
some measure been due to this failure to provide 
the usual organization benefits? 

National and local organizations that demand 
recognition and exert influence have highly per- 
fected educational programs designed to reach not 
a few but every one affiliated with those organiza- 
tions. This is as it should be, and today the most 
fruitful and determining element in organization 
success is its educational programs. 

Consideration of this important feature of or- 
ganization perfection is necessary if the display- 
man’s association is to become the power that every 
displayman desires it to be. 





Displaymen are rapidly acknowledging 
: the possibilities of displaying the na- 
Advertised |. . 

tionally advertised product and today 
Products many of the biggest and best stores of 
the country present frequent displays of these well- 
known merchandise brands. 

There has been a reason for the rather antagon- 
istic attitude of displaymen in the past due to the 
inappropriate and screaming character of the dis- 
play materials issued by the manufacturer. 

However, the manufacturer, after a thorough 
investigation of his field of distribution, soon 
learned that displays to be resultful must be attrac- 
tive and today display embellishment for the ad- 
vertised product include a number of specialties that 
form masterpieces in decorative art. 

The realization so quickly manifested in the ac- 
tions of the manufacturer now afford embellish- 
ments creditable to any retail window and with 
them comes the inclination of the display manager 
to employ them. It will be well for all displaymen 
to consider the tremendous sales possibilities 
through appropriate displays of the nationally ad- 
vertised product. Results are what the boss wants, 


Displaying 


and in showing advertised merchandise appropri- 


ately, results will be obtained and better store ser- 
vice evidenced. 





Many displaymen could render a 
wonderful service to his store 
through the occasional considera- 
tion of institutional displays. During the so-called 
ofl-season, displays devoted to events or information 
intimately connected with the life of the store could 
be most advantageously portrayed with results that 
would be favorable and lasting. 

Then, too, is the possibility of portraying same 
civic event of interest or an educational subject 
closely associated in the business life of your city 
and store. There is always a fund of valuable sub- 
jects for the display manager that might be em- 
ployed to the everlasting credit of the store and 
emulation of the displayman. It’s worth considering. 


An Off-Season 
Suggestion 
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With the New York Displaymen 


Christmas spirit ideally reflected in Gotham stores—Windows and 
interiors more elaborate than ever with new features galore 


By WILLARD D. HART 
Special Correspondent, The Display World 






FE q HE joyous spirit of Christmas time is more 
| (eS profoundly felt this year than in former years 
Pa. | it seems. Everywhere one turns he observes 
signs of the holiday’s close approach. Not only do the 
store windows and interiors sparkle with the red and 
green color combinations so familiar with Christmas 
spirit, but so does the advertising, the wrapping paper 
and boxes in which the merchandise is packed. This 
year, more than ever, people seem to be preparing to 
celebrate the festive season with more vim and actual 
happiness. 

Merchants have spent money in large quantities to 
make their windows and store interiors attractive. 
Especially have they figured on drawing the attention 
of the youngsters, whose peak of happiness is reached 
on Christmas day, and decorations of every description 
have been erected in some stores in order to give the 
kiddies a thrill. As one well known merchant put it, 












Andrew Hopkins Fairyland Fantasy 


“This is going to be one of those good old-fashioned 
Christmases, such as was enjoyed when | was a little 
one.”’ 

The display men. What is their share of spreading 
the happy tidings? Their share is in using the enor- 
mous appropriations made by the store owners in the 
most advantageous way. It is up to them to create 
something out of the ordinary, something that will 
cause the blood of the young ones to tingle from head 
to toe with excitement when they see it. It is the dis- 
play men who are responsible for the major portion of 
the beautiful decorative matter which keeps suggesting 
happiness for the coming day of days. This year more 


than ever have the display men succeeded in their en- 
deavor to please and draw attention. The displays are 
simply great. 

Undoubtedly one of the most novel toy displays 
shown was one by Louis Weisgerber, of Lord & 
Taylor. He presented a miniature replica of the 
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Another View of Hopkins’ Fairyland 


Pennsylvania Railroad Terminal, with toy Lionel 
electric trains running around the depot under the 
concrete construction and out past the alighting 
stations. The main entrance with its wide 
terrace of steps formed the background, and the 
open-faced iron work skeleton was represented by 
lattice wood. Even the huge clock over the en- 
trance was shown. Small pasteboard figures in 
large numbers were shown coming in the entrance 
and walking in different directions to their respect- 
ive trains. The station platform had negro porters, 
baggage workers and freight handlers on them and 
several passengers were shown waiting for their 
train. , 

The tracks and the station platforms are on the 
floor of the window, and the station concourse was 
on an upper level with three small stairways lead- 
ing down to the station platforms. This window 
drew one of the largest and most enthusiastic audi- 
ences yet observed. The grown-ups simply pushed 
the youngsters out of the way to obtain a better 
view. 

Another window at this shop that drew consid- 
erable attention was one which predicted Santa’s 
workshop, divided into three floors. The three 
floor interior is surrounded by a setting of ice and 
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snow in mountain effect, as though the shop’ was 
in the center of one of the mountains. Small fig- 
ures dressed as Santas are busily at work making 
toys of every description for the busy Christmas 
season. Each works mechanically, doing painting, 
sawing, cutting with scissors, writing and hammer- 
ing. The entire scene is forcefully offset by a frame 
of blue velour. 

A clown juggling a twirling pan on the top of a 
stick on his head, is the center of a toy window 
installed by A. Malet, of R. H. Macy & Co., featur- 
ing large stuffed animal toys. Another window is 












































Post Decorations for Abraham-Straus, Brooklyn 


devoted entirely to dolls, and another to a country 
setting with Lionel electric trains running around 
it. 

At Gimbel Brothers, Andrew Hopkins features 
in his window toys of all types, with a large paper 
mache figure of Santa Claus bowing his head to the 
kiddies as a ceffter of attraction. Eddie Munn, of 
Franklin Simon & Co., also features a mechanical 
clown. This clown, however, is sitting on a barrel 
which reverses. As the barrel reverses the clown 
kicks his feet up and down and juggles a ball on a 
string. 

Joseph Chase, at Jas. McCreery & Co., features 
an interior scene. He shows a room of a house, 


with dolls sitting on the floor watching electric . 


trains running about on tracks. Two other dolls 
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Post Decorations at Loeser’s, Brooklyn 


stand at the other end of the window playing a 
miniature victrola. Others are playing with vari- 
ous toys. 

But if the windows were attractive and com- 
manded a passing glance, then the interior decora- 
tions, and especially those in the toy departments, 
demanded a close study and deserved admiration. 

“Wonderland” is the title the store gave to the 
department decorated by Mr. Malet at R. H. Macy 




















Column Decorations at Namm’s Brooklyn 


& Co., Inc., and it lives up to its name. Every 
available inch of blank space has been covered up 
by some form of decoration. The side walls of the. - 
escalator have been neatly camouflaged with a 
painting of castle turrets. A beaver board country 
scene showing houses,. street and live stock runs 
along the top of the fixtures adjoining the windows. 
Paper mache figures guard sacred cities on the col- 
umns. A doll’s house is located at the elevator en- 
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trance, and its wide open windows give an intimate 
glimpse into the interior, with all the doll family 


busy at their daily toil. Pelicans roost on the lamp 
shades which decorate the lighting fixtures, and a 
grand finale is given the entire department setting 
by the throne on which Santa greets his little ad- 
mirers. The throne is placed directly in front of a 
tall evergreen tree, which stands between two 
similar trees placed some distance away. Between 
the trees can be seen a painted view of mountains 
in the sunset. Dolls, dogs, monkeys and other toys 
are perched in the branches of the trees, while a 
small airplane spins in the air toward the left. A 
polar bear stands on guard on either side of the 
throne, protecting their master, and toys are placed 
all about on the floor surrounding the bears and the 
throne. The railing on the steps leading up to the 
throne has a blue top and palings of orange and 
light green. 


“Jolly-Go-Round” at Lord & Taylor's 


The “jolly-go-round” or merry-go-round is re- 
volving steadily at Lord & Taylor’s. Here two of 
Santa’s assistants are kept busy giving the little 
visitors a ride and finding out what they desire on 
the day of days. Adjoining the room in which the 
jolly-go-round is located is “The Street for Good 
Children.” Along this street are built little houses 
measuring about eight feet high. Each house has 
large windows in it, showing toys of various de- 
scriptions on the inside. 

Santa is located on a throne situated on the 
porch of his north pole castle at Bloomingdale 
Bros. On either side of him are two rooms full of 
packages, one of which he gives to each child who 
holds a ticket which is purchased at fifty cents. 

No one spectacular production, such as Aladdin 
and His Lamp, shown last year, is presented by J. 
Larkin at John Wanamaker this year. There is a 
throne for Santa in front of a background that 





Candy Display by Frank Stevens for Frederick Loeser & Co., Brooklyn, N. Y. 


shows a jazzy looking town under white clouds of 
similar character in a blue sky. Below the plat- 
form and steps in front a plump looking sun and 
moon, encircled by scalloped auras, shine in a sky 
that is alive with clouds and fancy lighting playing 
above a futuristic landscape. 


Gimbel’s Fairyland Fantasy 


“A Fairyland Fantasy,” that is what Andrew 
Hopkins, of Gimbel Brothers, calls his toy display, 
which covers a department that occupies 50,000 
square feet of space. It is, too. Everywhere one 
looks he sees elves, gnomes and fairies going about 
their daily work, and on pleasure bent in some in- 
stances. This is one of the most unique displays 
presented. It gets away from the conventional 
snow and ice scenes which have grown so monot- 
onous. 


The electric light sprays shown at the left and 
front of the photos give the color and light to the 
department. A large bird, with a little bird astride, 
is a feature of the setting. This bird’s wings flap 
up and down as though he were flying, while the 
gnome’s arms work at the levers. Toward the rear 
another gnome can be seen riding a huge mechani- 
cal grasshopper which goes through the motion of 
hopping. Other gnomes are shown standing on the 
leaves of giant plants on the posts and on mush- 
rooms. Over the elevators large paintings show 
the elves and gnomes busy at work or on their way 
to the circus, on a trip to the moon and other 
places. 


Interesting Brooklyn Displays 


Brooklyn stores were not far behind the Man- 
hattan ones when it came to Christmas toy decora- 
tions. The Bluebeard book shown on the posts at 
Abraham & Straus, Inc., were originated by George 
Rooney. George is proud of the books, as they 
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Striking Christmas Display. Showing Exceptional Treatment Featuring Cut-outs 


open mechanically and the figure stressed in the 
book steps out of one of the pages and bows. Prac- 
tically every story known to children is represented 
by a book attached to each of the posts, which 
have been painted to represent picture blocks. 

At Loeser’s, Frank Stephen made a neat show- 
ing with various novelty decorations on the posts 
and paintings along the side walls. The Christmas 
bells were very pretty and lit up on the inside, 


while the little cuks shown below traveled around 
the post at a great gait. 

Paintings were used to make the posts in the 
toy department look attractive at A. I. Namm & 
Son. C. DeVausney also made his electric light 
fixtures appear to better advantage by the use of 
novel lamp shades. A counter guide number ap- 
peared on each globe and served as a practical method 
of department designation. 
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SIX POUNDS OF MUD FEATURES 
CLEANERS’ DISPLAY 
The window of the New York Cleaners, Lawrence, Kas., 
was recently the center of attraction, featuring miniature 
mud figures moulded from dirt taken from clothes cleaned 
at this establishment. The display, augmented with show 
cards, proved a strong one, and served its purpose in ob- 
taining publicity for the progressive cleaning establishment. 





NEW STORE FOR WEINSTOCK-LUBIN— 
MORTON TO DESIGN FRONT 


With the announcement of plans for a new $1,5000,000 
store for Weinstock, Lubin & Co., Sacramento, California, 
comes also the information that plans concerning the store 
front and display facilities will be in the sole charge of 
Charles W. Morton, who has been in charge of the’ Wein- 
stock, Lubin & Co. display department for a quarter of a 
century. Mr. Morton, a display manager of extraordinary 
merit, a merchandise manager and executive, is admirably 
equipped to successfully accomplish any task his employers 
may see fit to assign to him. 


McCALL DISPLAYS MERIT 
DISTINCTIVE PRAISE 


*~ W. L. McCall, display manager for Odell’s, Inc., Greens- 
boro, N. C., has merited editorial comment in the Greens- 
boro News.as a result of his continuous excellence of dis- 
plays. His most recent success featured a complete series 
of unusually effective displays on the occasion of the open- 
ing of the store’s remodeled front. 

Special letters of commendation have been received by 
the O. Henry Drug Company, Greensboro, N. C., following 
exceptional displays of nationally advertised products, in- 
cluding Cardui, Tanlac, Pinkham Compound, Creomulsion 


and Regenerator. 





FAY WINS AGAIN FOR HARRY MANCHESTER CO. 

The displays of Harry S. Manchester Co., Madison, 
Wis., were awarded first prize in the Merchants’ Display 
Contest conducted in conjunction with the University of 
Wisconsin homecoming celebration. Leo Fay, store super- 
intendent and director of the decorating department, ar- 
ranged the displays. 
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Essentials in Background Building 


Contrast one of important essentials in design—Correct application 
of principles makes striking effects possible—A few suggestions 


By C. J. NOVAK 
Designing Specialist, Chicago, Ill. 


ONTRAST, the main feature of any back- 
ground design, consists in grouping the de- 
tails that are of radical difference as to form 
or size. Prominence is introduced to a background 
through contrast, in order that the principal details 
become augmented, made to stand out. In this con- 
nection it is well to advise against too much emphasis 
on the main feature, lest it be overdone and the effect 
lost in the display proper. 

Consistent structural unity should be well in mind 
in any and all background designing, viz., materials 
which are to be seen within a definite structural form 
should in the main conform in structure with that of 
the enclosing form, fit in kind and direction of line. 
Shapes also should be consistent with the whole unit 
and with one another. 

Lines are of two characters—straight and curved. 
Straight lines express simplicity, directness, force, 
strength and stability. Curved lines express change, 
subtlety, grace, uncertainty, or charm, according to 
their kind and usage. 

You can thus see the importance of knowing the 
principles of lines and colors that create form or ar- 
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rangement active in the design or composition that go 


towards a successful conclusion in the performance. 
Movement is another factor in background design- 


ing. The eye travels from left to right in all things, 
for if attention is called to the left end of a line it is 
only natural to follow that line to its conclusion ; there- 
fore, all intervening units should be of a harmonious 
whole. In short, the law of co-ordination of thought 
depends upon what the eyes see. 

A background must first command attention; it 
must make the appeal in a natural way, without effort 
being necessary to grasp the important potnts. The 
most active principle in attracting attention is the law 
of movement, and because of this law, by which every 
one is affected, a background must have orderly com- 
position which conforms to the laws of general ar- 
rangement and presents more appealing value than a 
disconnected or unorganized expression. 

Background Design No. 1 might be called a screen 
effect which could be placed in front of a contrasting 
velour curtain. There is a slight suggestion of the 
Japanese in the curves of the ends of the top cross rail 
which is pleasing and practical. The ends can be made 
in lattice effect or panel, as desired. The center panels 
may be made of velour or other materials suspended 
from the top rail, or they may be made of composition 
board fastened flat to the back. 

The laws and principles of movement, continuity, 
sequence and alteration are clearly expressed in this 














































































































Background in Screen Effect. 


By C.J. Nowak, Chicago, Ill. 
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Background Suggestion No. 2, by C. J. Nowak, featuring French Doorway 


design. Foliage is selected according to the season or 
occasion demands. 

Background Design No. 2 presents a French door- 
way for the center feature, with French vases set in 
niches at each end. The two columns can be plain or 
fancy as suggested. The top rail is optional as to the 
curved portion, all depending on the proportion of the 
space to be filled. Many beautiful effects can be 
worked out in back of the French doors, either in 
scenic painting of a landscape or with ivy leaves hung 
flat in solid mass, or a night lighting effect on metal. 
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In Background No. 3 we offer an idea of rather 
elaborate effect. The center of the background may 
be made of the popular Batik composition board, cut- 
out, patchwork, fabric or applique. The two panels 
can be in contrasting colors in solid velour or in a 
brocade design of two tones, with narrow curtains at 
each end. 

The top rail should carry the ornamentation suitable 
for the period, season or main feature of the idea to be 
carried out, and finished in appropriate polychrome 
effects to obtain greatest strength. 

















Suggestion No. 3. Elaborate Setting of Japanese Influence. By C. J. Nowak 
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Essentials of Effective Draping 


Appreciation of merchandise one of important essentials in successful 
display work—A few words and one drape illustration by Jerome A. 
Koerber, author of ‘““The Art of Draping’ — 
Evolution of the Arch Drape 


NOWLEDGE of merchandise ‘is, of course, 
fe %} necessary for the successful accomplish- 
N37] ment of the work of any displayman. To 
know the various lines of goods, the qualities and 
uses of them, is indeed vital. One goes to the lace 
department and sees heavy 
and fine laces; it is only nat- 
ural to inquire concerning 
the names. From here one 
gets into the yard materials 
—for instance, cottons. He 
learns to distinguish and 
know a cotton voile from 
gingham, a madras from a 
linen. Then he remembers 
that the heavy lace he saw 
would go well on the heavy cottons as a trimming. 
And thus it is he learns to creep, later to walk, and 
then runs in the business. This is a result of appli- 
cation to essentials of his work. 

A displayman is at sea if he doesn’t learn the 
general quality and uses of the merchandise he is 
paid to handle. And this knowledge takes more 
than a fortnight to grasp; but it is deplorable to 
meet men who have followed the profession for 
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“The greatest contribution to the field 
of mercantile display” is the consensus 
of opinion expressed by leading display 
authorities on reviewing the manuscript 
of “The Art of Draping” It will prove of 
inestimable value in every display depart- 
ment and the author, Mr. Jerome A. 
Koerber, becomes an outstanding bene- 
factor to the display profession. 








years with practically no knowledge of the natures 
of some of the merchandise they employ daily, and 
have little or no respect for its fine and perishable 
nature, which fact is evident by the manner in 
which the goods are handled by the men in ques- 
tion. Rich materials are 
mussed and in a soiled con- 
dition, and when returned 
to stock are far from the 
beautiful, lustrous merchan- 
dise withdrawn for use but 
a few short hours before. 
The displayman is asked 
to put himself in the place 
of the buyer of silks or dress 
goods or step into the posi- 
tion of a salesman who daily and hourly meets dis- 
cerning and critical shoppers. Imagine your cha- 
grin on producing for inspection on the request of 
an exclusive patron, a piece of silk displayed in 
the window a day or two ago, when on unrolling 
wrinkles, spots and dirt greets the eye of the inter- 
ested customer. Ponder also the effects of such 
gross negligence of the displayman in the loss of 
an important patron. Such loss may be generally 
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The Evolution of the Arch Drape. By Jerome A. Koerber, Strawbridge & Clothier, Philadelphia 


SAR SE ILOTESE SBE As 


ge Ne 








THE ‘DISPLAY WORLD 41 





Metal Cloth Drapes by Leslie D. Slack, Wurzgburg’s Dry Goods Co., Grand Rapids, Mich. 


assumed as a permanent one—not temporary. So 
it may be easily judged how seriously must one 
consider the handling of merchandise. 

The absolute necessity of attaining correct mer- 
chandise knowledge, and adding to this information 
constantly, is obvious. On this important require- 
ment depends the extent of a man’s value in the 
profession of mercantile display. It is only through 
this knowledge the displayman can hope to reach 
the post of merchandise manager, the goal of prac- 
tically all progressive men of the display profession. 

An example might serve to more forcibly illus- 
trate the real importance of the subject of discus- 
sion. A displayman, with the merchandise mana- 
ger, passing down the main aisle of the store and 
discussing matters in general, stops at a display at 
the end of the dress goods counter, where a card 
in place reads “Special Value.” The merchandise 
manager turns to the displayman, inquiring, “What 
do you think of that special?” The displayman 
sees before him some goods which he knows are 
popular; he runs his hand over the range of colors, 
at the same time feeling the quality, and in a sen- 
tence announces his decision thus: “They are all 
wool, a good range of colors, priced right and they 
ought to sell. I’ll do all in my power to help make 
them sell.” This knowledge, evidenced in like man- 
ner, usually registers itself favorably on the mem- 
ory book of the merchandise manager and is re- 
called later when the opportunity presents itself. 

The above seems sound and practical advice for 


all displaymen, but perhaps has a significant and 
sinister interest to those who find draping an im- 
portant duty of the regular display schedule. It is 
written to serve as a practical introduction with a 
thought worthy of ponder to the second example 
of draping as gleaned from Jerome A. Koerber’s 
master-book, “The Art of Draping.” 

This month we show another drape, beautiful 
in its simplicity and presenting unlimited possibili- 
ties. Any kind of dress material may be employed, 
though a material of soft texture such as broad- 
cloth, poplin, crepe meteor or crepe dechine is pre- 
ferable. The width of material for this drape is 
thirty-six inches. 

The drape is made with one piece of goods, the 
amount necessary depending on the height of the 
draping stand to be used and the sweep of the 
drape; but it is safe to say that about two dress 
lengths will be sufficient for the average drape. 
This model, known as the arch drape, may be en- 
hanced by the employment of lace or some other 
suitable trimming material. 

The diagram presented in conjunction with the 
drape shows the process of construction, and it is 
sure, may be easily followed. The draping top 
used was shaped as a broken arch, 15 inches wide 
at the bottom and 12 inches high. The regulation 
half-circle top may be utilized as a variation, if so 
desired. These tops may be attached to any type 
of metal or wooden uprights. 
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Excellent Drape Examples by Leslie D. Slack for Wurzburg Dry Goods Co., Grand Rapids, Mich. 


In developing the drape, first open the material, 
and holding one end of it in the left hand allow the 
rest of it to fall to the right on the floor. Then 
place the end of the material over the top, point A, 
in such manner that the end of the material will 
almost touch the floor at a point indicated by X. 
Now allow the drape to follow arrow lines toward 
the point B, then to the right follow arrows to 
point C, where material is pinned at the selvedge 
in the center of the drape board. Then allow the 
balance of the material to follow the arrow lines 
to the point D, at left. It will be noted that the 
two ends are not in approximately the same loca- 


tion. From here straighten out all the folds and 
arrange them in neat fashion. It will be found 
necessary to give the drape the sweeping lines 
shown in sketch, if the greatest effect is to be ob- 
tained. Make sure that cut ends and selvedge sides 
of material are completely out of view, and it is 
urged that extreme care be exercised in the selec- 
tion of lace or trimming material. 

The second illustration shown at top of this page 
is a photographic reproduction of a window display 
in which the principles of draping are excellently 
evidenced in a beautifully effective and compelling 
display by Leslie D. Slack, Grand Rapids, Mich. 
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CONGRATULATED ON FINE DISPLAY 
L. C. Page, displayman for the Leesburg Hardware & 
Supply Co., Leesburg, Fla., has been freely congratulated 
on his recent display success, acclaimed by Leesburg sports- 
men to have been the best display of its character ever 
seen in that city. The window featured hunting essentials 
and comforts. 





OEHLER PRAISED FOR DISPLAY 
The office of Carter’s Underwear Co. has commended 
Howard E. Oehler for the remarkably beautiful and com- 
pelling display of Carter products in the window of W. A. 
Wieboldt’s Milwaukee Avenue store, Chicago. 





OLIPHANT WITH REICH & LIEVRE 
Earl N. Oliphant, formerly display manager for The 
Emporium, Portland, Oregon, has accepted the position 
of display director for Reich & Lievre, San Francisco, Cal. 


J. H. DE WITT IN NEW POSITION 
ON PACIFIC COAST 


John H. DeWitt, one of the best known members of 
the display profession and an artist of unusual merit, has 
assumed charge of the advertising and display depart- 
ments for George U. Reynolds Co., San Francisco. Mr. 
DeWitt is best known for his success as advertising and 
display manager for The Boston Store, Wichita, Kans. 





J. C. SMITH CHANGES POSITION 
The Harry Coffee Clothing Co.; Fresno, Cal., has a new 
director of the display department in J. C. Smith, formerly 
display manager for J. F. Donovan & Co., Stockton, Cal. 





Announcement is made of the recent resignation of 
N. J. Hammond from the display department of Barrett 
& Hicks Hardware Co., San Francisco, to accept display 
manager’s position with Cooper Bros., Fresno, Cal. 
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Popular Display Embellishment 


Applique popular departure in display decoration during the past two 
seasons rich in practical possibilities, with indications that its employ- 
ment will be more general and elaborate during next twelve months 


ELECTING and purchasing display embellish- 
(Ziggy ments has during the past year shown decided 
BD | tendencies toward the basis characteristic of 
fixture and equipment buying. 

Displaymen, particularly those well versed in the 
authentic principles of their profession, disdain the 
cheap and tawdry effects once so common, but tolerated 
principally because of lack of something better, more 
dignified and artistic. Artificial flowers for some time 
previous to a comparatively few months ago afforded 
almost the only means of efficient and effective display 
embellishments, but in the process of display evolution, 
which is constant, there has been the gradual coldness 
apparent concerning flowers and foliage not of the 
better character. The old familiar rose-covered lattice 
serving as backing for three window sides is no longer 
with us, and a generally artistic conception of how 
to handle flowers and foliagec seems to have evidenced 
itself to a marked degree. 

This development, this manifestation of the display- 
man’s progress concerning the knowledge of his art, is 
gratifying, and as a result display windows throughout 
the country are pictures in which this artistic apprecia- 
tion is most beautifully and effectively presented. 

Playing a prominent part in the displayman’s every- 
day program, and especially for opening expositions, 
store anniversaries and other events, is the applique 
drapes, scenes and panels, introduced with great success 
during the latter days of the 1921 season. These 
adornments, frequently of silk, satin, velour, felts, 
sateens, and sometimes composition board, met with 
instant approval among display managers, and the de- 
mand for similar decorative effects has been greatly 
strengthened in the past few months. These features, 
frequently presenting beautiful presentations of famous 
art subjects, done in rich silks and fabrics in multiple 
color combinations, have formed the greatest advance- 
ment and have been generally acclaimed as comprising 
the greatest contribution in the field of display decora- 
tions during the year just closing. 

One had but to view the display presentations of 
such artists as A. H. Kagey, C. E. Herr, H. H. Tar- 









rasch, Joseph Chadwick, Jack Cameron, O. E. Wheete, 
Paul Lupo, Ben Millward, Howard Bartlett, Alex Mc- 
Donald, Henry Sherrod, and many others of this 
type, to appreciate the practical beauty of this decora- 
tive feature and realize what a tremendous and valu- 
able contribution was the introduction of applique work 
in the field of mercantile display. 

The possibilities of its use have by no means been 
exhausted, and the new year will without doubt intro- 
duce some startlingly beautiful conception with ap- 
plique as the basic idea. The rare adaptability of the 
idea as a practical vehicle of display embellishment, 
together with its perfect essential in conformity to the 
principles of window decoration, makes it too valuable 
and rich in future possibilities to set aside for some- 
thing inferior after but a single year’s employment. 

The introduction of the applique background and 
panel for show window use was decried by some manu- 
facturers of other forms of display embellishments, 
but this antagonism, which unquestionably was an evi- 
dence of professional jealousy or short-sightedness, in 
that the advancement of the displayman’s profession 
was not considered, failed to materially interfere with 
the almost instant acceptance of the applique feature 
by displaymen. 

And, incidentally, a word regarding business an- 
tagonism might not be amiss in so far as this old- 
fashioned business tendency has done much to retard 
the advance of mercantile display—in fact, has been 
equally bad in effect as the inclination on the part of 
one or two manufacturers to sell on the principle of 
“get your man once and get him hard,” a conscienceless 


method employed to the disadvantage of the general 


display profession and its industry. 
Co-operation among manufacturers as well as dis- 


‘playmen will do much for the general betterment of 


display conditions and for the displayman, and let us 
trust that through this practice of the harmonious co- 
operation of all engaged or interested in the display 
profession the year 1923 will witness the greatest 
strides of advancement in the most important branch 
of retail selling. 


00000000 


HEARN’S VENERABLE SERVICE 
RECALLED IN DISPLAY 

Four generations of the same store ownership was re- 
cently featured by James A. Hearn & Son, New York City, 
in an institutional window display. A large papier mache 
book was the central point of attraction, which told the 
story of eighty-five years’ uninterrupted success since the 
store’s establishment in 1827, 


L. E. HULMBERT GOES TO GRAND DEPARTMENT 
STORE, FRESNO 


L. E. Hulmbert, formerly display manager for Cooper 
Brothers, Fresno, Cal., has been chosen to direct the in- 
terior and window display department for The Grand 
Department Store, Fresno. Mr. Hulmbert is well known 
in the profession and a winner of many national display 
contests. 
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Pacific Coast Display News 


Windows continue beautiful with unusual features evident in many 
displays—San Francisco displays feature month 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


ACIFIC Coast displays continue in their ac- 

-S)/ customed standing of highest perfection of 
la | mercantile display with the regular monthly 
introduction of many new presentations of the art. 

Outstanding amongst a series of beautiful dis- 
plays are the present windows of the leading San 
Francisco stores, where special efforts seem to have 
been exerted in order to maintain in the pre-holiday 
windows the same standard of excellence that 
marked the exquisite Fall openings. The windows 
of W. Rowley, display manager for The Emporium 
are generally conceded to be the best presented by 
this artist in many a day and commendatory ex- 
pressions are being directed by hundreds to the 
popular artist. 

A feature of the Rowley series presented a “pearl 
window,” the background of which was a papier 
mache and shaped to resemble a great shell. This 
was covered with mother-of-pearl paper thus ob- 
taining the striking and beautiful metallic effect. 
In front of the shell a wax figure was used, ex- 
quisitely draped with thousands of pearls. To the 
right and left respectively, was another pearl drape 
and a fountain of pearls. Other Rowley displays of 
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Art Goods Display by Wade Hampton for I. Magnin Co., San Francisco, Clif. 


unusual character featured sporting goods, and rib- 
bons, the latter showing incorporating a striking 
decorative setting with a large silk lamp suspended 
from the ceiling and forming a central decorative 
feature of a boudoir setting in which wax figures 
were excellently employed. Special color illumina- 
tion made the display a distinct and beautiful 
success. 

An art goods window of striking beauty was 
but one of several excellent display contributions 
made during the month by Wade Hampton, display 
manager for I. Magnin, San Francisco. With lav- 
ender georgette pleated over green Jap silk serving 
as the background a most effectively appropriate at- 
mosphere was created for the showing of the rich 
items in art goods. A decorative standard and oval 
placque on which was painted a peacock in high 
colors completed the decorative effects. 

Particularly varied and pleasingly effective were 
the display efforts of A. G. Rohl, display manager 
for O’Connor-Moffitt Co., San Francisco, who had 
strong showings during the past several weeks. 
Displays presenting silks and taffetas in assorted 
pastel shades came in for much praise while his 
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treatment of the O’Connor-Moffitt toyland com- 
prises one of Mr. Rohl’s greatest interior accom- 
plishments. Just recently announcement was made 
of the awards in the Kover-All display contest with 
first prize going to Mr. Rohl. 

The displays at Roos Bros. Clothing Store, San 
Francisco, are the best achievement in men’s wear 
display. Display Manager S. Cohen features unit 
displays and is generally conceded in ranking file 
with the greatest men’s wear displaymen of the 
country. Two of the features of Roos Bros. dis- 
play were the boys’ hosiery window, and sweater 
window. The display of boys’ rough-neck sweaters 
resulted in the sale of seven dozen of these sweaters 
in six business days. This display was a clever 
combination of numerous styles of the merchandise 
offered and the realistic presentation of the 
sweaters in actual use. The display card empha- 
sized the message of the windows—“Sweaters with 
a punch for the he-boy,” and the idea was carried 
out in a minature prize ring and the two wax fig- 
ures of the small boys carefully posed in fighting 
array. Details were carried out realistically, such 
as the buckets, sponges and towels beside the seats 
of the two contestants. The cost of this window, 
says Mr. Cohen of Roos Bros., was $2.35. In the 
display of the sweaters, all of which were sold at 
$5.50 each, no accessories were used except a num- 
ber of jazz caps in different colors. 


Fred A. Gross, director of displays for the Owl 
Drug Stores in San Francisco district says: “Put 
and Take is not always a gambleit is sometimes 
a sure thing. When you put more efforts in your 
own displays you will take more out of them.” 

Windows form the front line of defense against 
poor business. The opinion of Fred A. Gross is 
more than a mere statement, for during the five 





Pearl Display by W. Rowley, San Francisco 


years that Mr. Gross has been connected with the 
Owl Drug Co., he has won a dozen or more national 
prizes for the best dressed windows on certain 
goods in competition with retail drug stores 
throughout the United States. Every live man has 
a hobby. Certainly Fred Gross’ hobby is that of 
copping prizes on his windows. 

Not so long ago he dressed up one of his win- 
dows with a display of products advertised in 
Hearst’s International, had it photographed and sent 
in to the New York office. He did not wait very 
long before a return mail brought him a check for 
$100.00. He had the best window in the United 
States. Mr. Gross does not claim to be a commer- 
cial artist in the regular sense of the work—his 
specialty is ideas. He makes the layout and rough 
sketches for windows and the artists follow out the 





. Striking Display by Dave Starr for McDougall-Southwick, Seattle, Wash. 
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Interesting Display by C. Uridge, Fresno, Cal. 


ideas he gives them. They generally bring home 
the bacon. 

E. J. Holden and C. A. Shuhart have organized 
a progressive display service. Mr. Holden and Mr. 
Shuhart for years have been leading exponents in 
the field of mercantile display. Some display men 
seem to think the service men are not display man- 
agers, merely plying the profession, doing work 
here and there, with the main object of dislodging 
some display manager from an important and prof- 
itable post. Messers Holden and Shuhart have been 
identified as display service specialists for nearly 
ten years, during which time they have directed the 


local display campaigns of many of the country’s 
leading manufacturers of nationally advertised 
products. 

Up in Tacoma, Wash., Bert Smyser continues to 
remain on the front page, this time stepping out of 
his department at Stone-Fisher’s just long enough 
to install a striking automobile display for the 
American Auto Company, Tacoma. An illustration 
of this excellent feature is reproduced in this de- 
partment. 

The interior night display is one of the problems 
of Mr. Clifford Uridge, the display manager of the 
Wonder, women’s apparel shop at Fresno, Cali- 
fornia. 

The plate glass doors of the entrance disclose 
a soft, lamp lighted interior and it is so attractive 
that many people stop to look within. Realizing 
that unless some sort of attractive display could 
be viewed—a great deal of valuable advertising 
space was lost, Mr. Uridge devised a novel plan. 
A plan which did not detract from the exclusive 
atmosphere for which the Wonder is noted—and a 
plan that not only produced business but also added 
to the high artistic standards of Wonder merchan- 
dise displays. 

At the end of the store is a grand staircase 
leading to the blacony overlooking the store. At 
the head of this staircase Mr. Uridge hung a shim- 
mering, scintillating curtain of tinsel, draped with 
heavy black velvet, upon which was thrown brightly 
colored spot lights which cast a sparkling radiance. 
All the lights inside the store were turned off, which 


a PONS Ce et i wir at 
” i # A? 


Lambie 
Lharstaase Bivins 
sth 
Joan flaking 
a es 
eS ts ve 
a "avieware, 








Effective Tableware Display by Paul Lupo for Barker Bros., Los Angeles, California 
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Display by Bert Smyser for The American Auto Company, Tacoma, Wash. 


drew increased attention to the staircase. About 
the center of the stairs, a wax figure stood gowned 
in a beautiful sequin studded evening frock—and 
upon this figure one very brilliant white spot was 
thrown. 

The brilliant lighting in the darkened store at 
tracted the passers-by, and the first evening a large 
gathering assembled, and admired, until the lights 
were turned off for the night. The next day num- 
erous inquiries were received, and many women 
askd to see the particular gown. 

So successful was this initial venture that other 


novel displays followed. Of late the center of the 
store is being used. One time a sports display, an- 
other blouses, furs and the like, and each time some 
different arrangement, antique furniture, hand- 
some floor lamps, cushions, adding to the artistry 
of the displays. Displays are removed before each 
morning’s store opening. This plan as outlined is 
also very successful at the week end, when naturally 
more people are out window shopping. Many other 
plans are being evolved by Mr. Uridge for the in- 
terior display for the forthcoming holidays and follow- 


_ ing months. 
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CORDRY WINS IN CUMBERLAND 
WINDOW DISPLAY CONTEST 


W. Murray Cordry, display manager for Rosenbaum 
Bros., was awarded first prize in the window display con- 
test held in conjunction with the Mardi Gras celebration of 
Cumberland, Maryland, during the latter weeks of No- 
vember. ; 





STEFFEN TO ENTER MOTION 
PICTURE FIELD 


Harry Steffen, display manager for Kaskel & Kaskel, 
high class men’s shop, for the past five years, has resigned. 
His resignation took effect on December 2nd. He has 
joined the Fascination Pictures Corporation of New York. 
Mr. Steffen was with Lord & Taylor prior to joining Kas- 
kel & Kaskel, and in his new work will do the titling and 
furnish themes for a series of novelty travel pictures, be- 
sides engaging in camera work. 


His new endeavors will take him on long journeys to 
such captivating lands as Florida, Havana, Lake Placid, 
and then on a tour of South America and Europe. Egypt 
and India will also be pictured. 





LUPO RETURNS TO OLD POST 
AT BARKER BROS. 


Paul Lupo, displayman of national prominence, has 
gone back to his old post as display manager for Barker 
Bros., Los Angeles. He has recently been in charge of 
displays for Ville de Paris, where his display presentations 
created constant admiration. Mr. Lupo returns to the 
store where he gained fame as one of the greatest furni- 
ture displaymen of the country. 





C. Edward White, of the firm White-Runyon, Buhl, 
Idaho, has been notified of his success in the recent window 
display contest of the Scholl Manufacturing Co., Chicago. 
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Effective Men’s Wear Displays 


Simplicity essential in successful displays of men’s wear—Strong unit 
grouping favored as best means of gaining attention of 
busy men—Display fixtures important 


s]}REQUENTLY the question is asked, why 
is it that a women’s wear displayman is 
invariably a failure as a men’s wear display 
man, and vice versa? While we do not admit the 
tact that such is the case, since we know of many 
men’s wear artists who have become unusually suc- 
cessful handling women’s displays, however it is 
only reasonable to suppose that it can not be done 
without sufficient practice in the work of displaying 
the particular line of merchandise. 

Men’s wear displays are decidedly different from 
displays featuring other lines of merchandise, and 
we have it on good authority that selling men’s 
wear through displays is more difficult than creat- 
ing sales through the showing of women’s coats 
and gowns. ‘ 

Several reasons are advanced for the above 
statement, with the first concerning the fact that 
women shop through the medium of window dis- 
plays, not often hindered through the lack of suffi- 
cient time. And this fact has much to do with the 








Furnishings Display by E. H. Leaker, Chicago 


methods and principles of displays featuring 
women’s and men’s: wear. Since the woman is 
primarily a shopper with plenty of time, she is 
usually at ease in her examination of the merchan- 
dise on display. Usually a powerful display is not 
required to attract her attention, since the woman 


we term as the shopper believes in due investigation 
of all the values offered through the window. 
With men it is different. They are busy, have 
little time away from the factory or office, and catch 
but fleeting glances at the window as they hurry 





Clothing Unit by E. H. Leaker, Chicago 


along the street. Something unusually attractive— 
compelling—must meet his glance to get his inter- 
ested attention, and the men’s wear display artist, 
being a man, strives to get this interest through 
the most powerful medium in display—that of sim- 
plicity. 

There can be no quantity showing in mass if the 
busy male is to be attracted. A man’s bait must be 
used, something that will appeal to a man, and we 
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Effective Grouping by E. H. Le 
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You Fellows Who Write Show Cards 
Get This Modern Practical Book! 


Wm. Hugh Gordon, the author, spent fourteen years in leading Chicago stores, and in his book 
you get the benefit of his long experience and valuable ideas. Mr. Gordon was acknowledged 
the leading craftsman in the show card world. 






FOR 
SHOW 

CARD 

MEN 


FOR 
DISPLAY 
MEN 











“Lettering for Commercial Purposes” 
NOW IN ITS FOURTH EDITION 





CHAPTERS 
1. Modern Lettering. 9. Arrangement and Balance in Show 16. Speed Limit in Lettering Show 
2. Classification of Letters and Types. Card Writing. - Cards. 
3. First Principles in Lettering. 10. Diagrammatical Analysis. 17. Fundamentals of Rapid Work. 
4. Brushes and Pens for Lettering. 11. Rapid Single and Double Numerals. 18. “Poster Styles” of Lettering for the 
5. The Potentiality of a Show Card 12. Economy of Motion as an Aid to Card Writer. 
Writer’s Brush. Speed in Lettering. 19. New Alphabets vs. Old. 
6. “First Principals” in Show Card 13. Modifications of Type Faces Adapted 20. The Show Card and the Show Card 
Writing. to Brush Work. Man. 
7. Colors and Their Preparation. 14. Italics for Speed Lettering. 21. Illustrative Stunts for Show Cards. 
8. Some Ideas for the Amateur in 15. Graceful Swing vs. Laborious Draft 22. Motion Picture Titles and Their 
Show Card Writing. in Lettering. Preparation. 


The book is 9 x 12 inches, giving effective and proper display of alphabet plates and designs. It is beautifully and 
strongly bound in Blue Vellum de Luxe Cloth, the cover stamped in gold. Over two hundred illustrations, nearly one 
hundred of them full page alphabet plates. In its entirety it is the work of a master, Wm. Hugh Gordon, himself. 

You will find it a treasure of ideas and inspiration. 


IT IS A BOOK BUILT OUT OF PRACTICAL EXPERIENCE 


PRICE GHG-SO 


The Gordon Book in combination with a year’s subscription to The DISPLAY WORLD 50 
at the special rate of _________ _- Foreign and Canadian Orders, 50c additional. _._. __.._._____-_--_- 


THE DISPLAY PUBLISHING CO., Book Department Cincinnati, Ohio 
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Clever Display of Men’s Wear by Clement Kieffer, Jr., Kleinhans Co., Buffalo, N. Y. 


know of nothing more synonymous with that which 
is masculine than something maintaining as its first 
essential simplicity. 

Strong simplicity is the powerful selling note in 
successful men’s wear displays, and this compelling 
sales stimulus is best obtained in modern displays 
through the popular fashion of unit grouping. 

Similarly, with other forms of display much 
consideration must be accorded the background, and 
upon the selection of this prime essential the suc- 
cess or failure of displays is determined. Owing to 
the character of men’s wear merchandise the selec- 
tion of permanent backs is a matter of urgent im- 
portance, and excellent judgment is also required 
when temporary settings are employed. 


With the development of the idea of mercantile 
display and the realization of its value as a medium 
of sales creation, men’s wear windows have rapidly 
approached the mark of perfection, where efficient 
display managers have the work in hand. However, 
there are still hundreds of merchants losing the 


profits that come from the application of modern 


display principles, and this condition is attributable 
to a number of causes. For the most part the rea- 
sons are due to the unprogressive business prin- 
ciples which do not provide for the right kind of a 
salary and fail to provide appropriations for fixtures 
and display essentials that are necessary for maxi- 
mum sales efficiency in the operation of the modern 
display department. 
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CRONIN ELECTED. PRESIDENT 
FOR THIRD TIME 


OHN J. CRONIN, display manager for L. Bamberger & 

Co., Newark, N. J., has been elected president of the 
New York Metropolitan Display Men’s Club for the third 
consecutive time. Mr. Cronin is looked upon as the one 
best man to represent the local club and is to be urged as 
the next president of the International Association. 

The election of officers took place at the regular 


monthly business meeting of the club, held on November. 


27th at the Hotel Breslin. Lawrence McArdle, Orkin’s 
specialty shop, was elected vice-president to succeed Ed- 
ward Munn, of Franklin Simon & Co. A. W. Malet, of 
R. H. Macy & Co., Inc., was re-elected secretary, and 
Frank Stephens, of Frederick Loeser & Co., Brooklyn, 
treasurer, to succeed Mr. McArdle. J. A. Cook, of James 
A. Hearn & Son, was elected a trustee to succeed William 
Tishman, of Hahne & Co., Newark. 

A program committee, consisting of Edward Munn, of 
Franklin Simon & Co., L. E. Tourjee of Stewart & Co., 
and E. Yost was appointed to lay out a series of educa- 
tional and entertainment activities for the first six months 
of the coming year. 


A membership committee consisting of Richard Dough- 
erty, of the Bedell Co., 34th Street; M. Straus, of the 
Meyer Department Store, Paterson, N. J., and Willard D. 
Hart, was also appointed. This committee will soon launch 
a membership drive and will take in members as far north 
as New Haven, Conn. 





J. A. JONES LEAVES DISPLAY POST. 
AND: BECOMES STORE MANAGER 


J. A. Jones, popular Pacific Coast displayman, formerly 
display manager for Reich & Lievre, Oakland, Cal., has 
been appointed manager of the Reich & Lievre store at 
San Jose, Cal. Mr. Jones’ success will be learned with 
great satisfaction and a host of friends wish him well in 
his new capacity. 





NEW WONDER STORE WILL BE 
ARCHITECTURAL EXAMPLE 


The Wonder, one of the best known stores on the 
Pacific Coast, will move into its new home in the near 
future. The new structure, with far greater space than 
the present store, will present one of the finest examples 
of store architecture and appointments. 
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SHOW CARD IMPORTANT AND 
FORCEFUL SALES ADJUNCT 


REQUENTLY, while reviewing displays at open- 

ing time, have we noticed beautifully displayed 
windows spoiled in effect through poorly executed 
lettering on cheap quality card boards. This unde- 
sirable, and what should be intolerable, error is by no 
means rare, nor is it confined to the smaller or popular- 
priced stores. We have noticed this breach of display 
etiquette in the exclusive and best known retail institu- 
tions of the country. 

The show card, since it is used in conjunction 
with the display of merchandise, forms a part of the 
general display and the extent of its usefulness as 
a vital part is determined through the quality of 
it. Rich gowns of rare import are surely not en- 
hanced in beauty or sales appeal when cheap cards 
of amateurish lettering are employed to identify 
the merchandise and perhaps attempt to graphically 
illustrate it as offering of unusual sales appeal. 

Better would be the judgment in omitting from 
the showing all cards if they cannot be presented 
in such manner as to enhance the display or tell in 
well worded, neatly lettered phrases the story of 
the merchandise. Merchandise of character de- 
mands cards of dignity and dignified cards cannot 
be of cheap material further desecrated with let- 
tering without character. 











Prize Winning Card by E. W. Calvin, St. Louis, Mo. 
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COLORED BRONZE POWDERS 















For Window Store Decoration 
¢ | BRONZE PowDER|?¢ 
fo 
= 21 Geo. E. Watson Co.|¢ 
25] G2 w. LAKE STREET. | 3? 

' CHICAGO ILL oy 
PALE GOLD 1000 











Nothing livens and dresses up the window and store 
display like bright colors of Bronze Powders, Flitters, 
Metallics, Frostings and Diamond Dust. 
GOLD BRONZE POWDER . 

Pale Gold, Rich Gold, Deep Gold, Green Gold, Karat Gold, 


Roman Gold, Mat Gold, Vernis Martin, and Copper. 
Per pound, in ounce papers, $1.80; per ounce, $0.15. 


COLORED BRONZE POWDERS 


Lemon Mahogany Antique Green Carmine 
Brass Maroon Peacock Blue Orange 
Orange Mat Green Brown Chocolate 
Fire Apple Green Crimson 


These are used for all decorative purposes and coloring dried 
flowers and grasses. Put up in ounce papers. Sample card 
free. Per Pound in oz. papers, $2.25. Per ounce, $0.22 

FROSTINGS AND MICA 


Frosting is in flakes like snow. Diamond Dust is the same 
ground fine. Used for producing snow effect on Show Cards 
and Decorations. Per lb. Per oz 


Proctimaay white, tn’ RARGE sc. 5cccciscencdccseciscies 
Diamond Dust, white, powdered...............+2+0. a 
Powdered Mica, white, flakey........<.ceccscccccces 30 05 


Send for complete Catalog of Brushes, Colors, Etc. 


GEO. E. WATSON CO. 


62 W. Lake St. “The Paint People” Chicago, Ill. 
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SHO-CARD BOARD 
is 


DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE- BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTTA CASCADE BLUE 
SEND FOR FREE SAMPLES 
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HURLOCK BROS COMPANY~ 


3436-38 MARKET ST. PHILADELPHIA 
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A grouping of strikingly beautiful show cards by Eliwyn McEachme, display manager for Jahrus-Braun, 

Buffalo, New York. In this selection a variety of subjects is treated, and evidence tive mastery of Mr. Mc- 

Eachnie im the art of show card making, which includes a perfect conception of color harmony and balance, and 
pleasing consideration of appropriate ornamentation. 














The facilities of all display departments do not 
provide for a card making department, but it is in- 
teresting to note that it is very often the stores 
with this section operating within the store that 
violate this principle of good display. True, great 
department stores have tremendous call for cards 
and tickets, but cards for the windows are em- 
ployed by the store, knowing or unknowingly to 
aid in the selling of merchandise—not directly per- 
haps, but indirectly. Cards, like displays reflect to 
a great degree the character of the store service 
and its business policies, and serving a role of such 
tremendous importance should be given the atten- 
tion such essentials demand. 


A Profitable Investment 


Cards, like displays, should be planned; they 
should be considered as major elements in store sell- 
ing—which they can be and are when properly pre- 
sented. A few dollars extra for quality board and 
good inks forms a profitable investment and one 
that should be thoroughly considered by every mer- 
chant and displayman. 


Card Work Important 


It is just as logical to appoint the janitor director 
of displays as it is to have your display cards made 
by amateurs and on worthless stock. It is a simple 
matter today to obtain first class stock and first 
class workmanship and the store who fails to take 
full advantage of quality show card work is failing 
to avail himself of great opportunities that cost 
very little—and in truth cannot be termed expense 
since the returns possible through efficient cards 





are mountainous as compared with the compara- 
tively trifling original investment. 

It is to the advantage of merchants as well as 
displaymen to investigate the show card market. 
For those merchants who have no card department 
there are a number of excellent card writing ser- 
vices at their command, where high grade work is 
produced at fair prices, while display managers and 
show card writers should evidence much care in 
the purchase of show card stock and in the charac- 
ter of lettering and ornamentation that is intended 
to adorn the finished card. 





BIG MEETING PLANNED FOR TOPEKA 

The program features of the state convention of the 
Kansas Association of Display Men, have been completed 
and include demonstrations and instructive discussions by 
a number of displaymen and merchants of natioal prom- 
inence. The meeting will be held at Topeka, January 15 
and 16, and as usual will include a big display contest, pho- 
tographs for which have been submitted from all over 
the state. Raymond T. Whitnah is in charge of conven- 
tion arrangements. 





H. E. Moore, display specialist for the Calumet 
Baking Powder Company, is now directing company 
displays in the Cincinnati district 
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For This Beautiful 
$7.85 MINIATURE 
BILLBOARD 


INCLUDING CHRISTMAS CARD 
READY FOR LETTERING 
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Outside Size, 15x25 Inches 4 ‘| 





A practical window and counter display which can 
be used over and over again by inserting a new card. 


Made of No. 1 bass wood, finished in white enamel 


paint. 


ADDITIONAL CHRISTMAS CARDS 
AT 25c EACH 
ALL ORDERS F. O. B. ST. PAUL 





48 E. Fourth St. 























Nude art studies fer the use of Artists, Sculptors 
and Students, in place of the living model. Black 
and White Photos, 5x7 and 7x10 inches, sharp prints 
from original plates posed to get needed high lights 


and shadows. 


Send 25c for miniature samples. 


We have over 


500 different poses of many different models. 


SHAW PUBLISHING COMPANY 


44 Boylston St. Dept. E12 


Boston, 11, Mass. 
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NE of the most popular features of The DISPLAY 

WORLD is the Service and Information Bureau, 
which was created to aid merchants, displaymen and Na- 
tional Advertisers to solve their store and window dis- 
play problems. 

Below we list some of the representative inquiries 
received by this department. They came from every sec- 
tion of the country, including Canada, and cover practically 
everything in the way of materials, equipment and service 
used in the display field. 


The vast volume of correspondence received by the Ser- 
vice and Information Bureau indicates two things—first, 
the desire in the part of the merchant and displayman for 
information as to how them can improve their window 
and store displays; second, reecognition and appreciation 
of the desire and ability of The DISPLAY WORLD to 
help them solve these problems. 


Those interested in any of the following inquiries will 
be supplied with complete information upon such request, 
mentioning the numbers desired. 


192—A store writes The DISPLAY WORLD that they 
are interested in new lighting fixtures. 

193—An Advertising Service, has a client who is interested 
in an automatic window display representing a book 
whereby the pages are turned, displaying various an- 
nouncements. 

194—A window display service man is interested in receiv- 
ing catalogs from decorative and fixture houses. 


195—A store is interested in purchasing time clocks. 

196—A department store is interested in receiving catalogs 
from display and fixture houses. 

197—A display man is interested in Show Card Schools and 
Window Trimming Schools. 

198—A display man wants to know where he can purchase 
small Hexagon shape mirrors used on Plaques for 
show windows. 

199—A mercantile establishment wants Display Furniture 
Display Forms, Plushes. 

200—A clothing company wants Advertising Advice, Books 
on Window Trimming, Decorations for Halls, Screens 
(Background), Show Card Schools, and catalogs of 
display materials and accessories. 

201—A_ clothing company is interested in Backgrounds 
(Temporary), Books on Window Trimming, Booths 
and Floats, Decorations for Halls. 

202—A clothing company wants price tickets for shoes. 

203—A new dry good store wants advertising advice and 
signs. 

204—An advertising counselor wants information about 

, Display Furniture and Backgrounds. 

205—A displayman’s assistant wants information concern- 
ing window trimming schools. 

206—-A Widow Display Service wishes catalogs covering 
these subjects: Books on Display, Background Board, 
Card and Mat Board, Color Lighting, Display Ma- 
terial, Display Racks, Lighting Fixtures, Reflectors. 


207—A western man plans to start a dry goods store and 
wants information regarding Background Board, 
Backgrounds, Background Coverings, Background 
Fabrics, Color Lighting, Decorative Papers. 

208—A Window Display and Decorative Service wants ad- 
vice on Metallic Gold and Silver Letters used for signs 
on windows. 


209—A department store, wants Art Screens (Temporary), 
Backgrounds, (Temporary), Color Lighting, Display 
Furniture, Interior Lighting, Lamp Coloring. 

210—A mercantile establishment desires information re- 
garding Fountains (Display), Paper Decorations, Pens, 
Plaques (Window), Urns and Vases. 

211—A Window Display Service wants catalogs covering 
the following items: Air Brushes, Artificial Flowers, 
Artificial Snow, Flooring. 

212—A Window Display Service wants information about 
Backgrounds (Permanent), Baskets (Wicker), Booths 
and Floats, Lamp Coloring, Card & Mat Board, Dec- 
orative Papers, Panels. 

213—A merchant desires Advertising Advice, Backgrounds 
(Temporary), Counters and Shelving, Show Card 
Service, Window Lighting. 

214—A new shoe store wants Cash Registers, Chairs & 
Seats, Counters and Shelving, Fixtures, Interior 
Lighting. 

215—A merchant wants names of firms manufacturing 
Moving displays, lamp coloring and imitation art 
glass windows. 

216—A large bank and trust company, wants catalogs 
covering Art Screens (Temporary), Background Cov- 
erings, Background Fabrics, Background Trimmings, 
Books on Window Trimming, Color Lighting, Dec- 
orative Papers. 

217—A hardware store wants Advertising Cut Service, Arti- 
ficial Snow, Books on Window Trimming, Color 
Lighting, Display Furniture, Display Racks, Papier 
Mache Specialties. 

218—A drug store is interested in Card & Mat Board. 

219—A merchant wants Artificial Flowers, Artificial Snow, 
Books on Display, Books on Window Trimming, also 
wants to know if there is any Window Trimming 
Schools in New York City. 

220—A merchant wants information regarding Picture 
Framing and Art Goods, and Background Coverings. 

221—_-A mercantile establishment wants permanent back- 
grounds ready for installation. 

222—An individual is going into the bakery business and 
wants Air Brushes, Artificial Flowers, Background 
Coverings, Books on Display, Card & Mat Board, 
Interior Lighting, Reflectors. 

223—A Display Service wants Books on Display, Books 
on Window Trimming. 

224—A large Department store is planning to remodel 
their main entrance, also thinking of outside Electric 
Sign and wants Papier Mache Forms. 


225—A shoe store wants catalogs on Artificial Snow, Color 
Lighting and Lamps, Floorings. 

226—A display service organization is conducting an in- 
dependent display service and wants information on 
Artificial Flowers, Background Coverings, Back- 
ground Fabrics, Background Fabric Trimmings, Books 
on Window Trimming, Booths and Floats, Decorative 
Papers, Floorings. 

227—A department store wants Advertising Advice, Back- 
grounds (Temporary), Books on Display, Books on 
Window Trimming, Color Lighting, Decorative Papers, 
Fixtures, Reflectors, Shoes, Signs (Window), Store 
advertising stunts. 

228—A merchant advises The DISPLAY WORLD that 
they are interested in any items on Background, Win- 
dow Photographs, Stock Posters and Window Signs 
for use in advertising a department store. 

229—A department store asked The DISPLAY WORLD 
where they can secure Papier Mache Forms. 
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230—A window display service writes The DISPLAY 
WORLD they are having two large food exhibits 
during the next two months and are interested in hav- 
ing catalogs from decorative houses also catalogs 
covering display material and accessories of all kinds. 


231—A merchant is interested in receiving catalogs from 
manufacturers of Backgrounds, Card & Mat Board, 
Show Window Dividers, Permanent and Temporary 
Floor Coverings, Wax Forms and Figures. 


232—A store wants Backgrounds, Books on Display, Card 
and Mat Board, Valances. 

233—An optical company wants neat attractive Back- 
grounds, 8 feet long and 4 feet deep for two show 
windows. 


234—A new drug store is interested in Backgrounds (Per- 


manent.) Fixtures, Interior Lighting, Store Fronts, 
Window Drapes, Window Lighting. 

235—A men’s furnishings store is interested in Window 
Decorations for shoes, Clothing and Haberdashery, 
Advertising Advice, Window Drapes. 

236—A department store wants information about Booths 
and Floats, Decorations for Street, Display Forms, 
Stencil outfits. 

237—A displayman wants information about Books on 

Window Trimming, Window Trimming Schools. 

238—A chemical company wants Booths and Floats, Color 
Lighting, Exterior Lighting, Flags, Paper Decora- 
tions, Stock Posters. 

239—A sign studio wants Advertising Cut Service, Window 
Signs, Stencil Outfits and also interested in Stencil 
Work of all kinds suitable for showcards. 
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The Display World 


Service and Information Bureau 


Merchants and display men are cordially invited to make use of our incomparable service facilities. Just check 


items in which you may be interested and send to SERVICE and INFORMATION 


BUREAU, The DIS- 


PLAY WORLD, Cincinnati, and advice or solutions will be directed to you without obligation. 


LC] Advertising Advice 

[] Advertising Cut Service 

[] Advertising Lantern 
Slides 

_] Air Brushes 

C] Artificial Flowers 

L] Art Screens— 
Permanent 

[] Art Screens— 
Temporary 

C] Artificial Snow 

[] Background Board 

C] Backgrounds- 
Permanent 

C] Backgrounds— 
Temporary 

[] Background Coverings 

L] Background Fabrics 

[] Background Fabric 
Trimmings 

[] Banners 

(] Baskets—Wicker 

(] Batik and Fancy 
Window Fabrics 

[] Books on Cardwriting 

C1] Books on Display 

[] Books on Window 
Trimming 

[] Booths and Floats 

[] Bronze Powders 

[] Brushes 

[] Cabinets—Revolving 

(] Cabinets—Stationary 


[] Card & Mat Board 

(] Card Writers’ Materials 

[] Cash Carriers 

C] Cash Registers 

(_] Chairs and Seats 

(] Color Lighting 

[] Ceunters and Shelving 

[|] Decorations for Halls, 
Dances, etc. 

[] Decorations for Street 

CL] Decorations for Res- 
taurants—Store and 
Industrial 

[] Decorations for Rest 
Rooms 

CL] Decorative Papers 

[] Display Furniture 

[| Display Forms 

[] Display Material 

CL] Display Racks 

[] Displays—Moving 

] Dividers—Show 
Window 

[] Drawing Boards 

[|] Exterior Lighting 

L] Fixtures (Glass) 

[] Fixtures (Metal) 

[] Fixtures (Wood) 

[J Flags 

[] Floorings (Window— 
Permanent) 

[] Floorings (Window— 
Temporary) 


[] Fountains—Display 

(] Hammers—Window 

L] Interior L‘ghting 

L] Lamp Coloring 

[|] Lamps (Colored) 

[] Lamps (Fancy) 

_] Lamp Shades 

Lj Lighting Fixtures 

[] Pageants and Exhibits 

[] Panels 

[] Paper Decorations 

[] Papier Mache 
Specialties 

_] Pens 

[] Plaques (Window) 

(J Plastic and Composi- 
tion Pieces 

[] Plateaux 

L] Plushes 

[] Price Cards 

(_] Price Tickets 

CL] Price Ticket Holders 

C) Reflectors 

[] Screens (Background) 

[] Shoes—Window 

[] Show Cards—Stock 

[] Show Card Board 

[] Show Card Schools 

[] Show Card Easels 

[] Show Card Service 

[1] Show Cases 

[] Show Case Lighting 

C] Sign Holders (Glass) 


L] DO YOU WISH A COPY OF THEIR CATALOG? 
[} DO YOU PLAN TO REMODEL YOUR STORE SOON? 
[] DO YOU PLAN TO BUILD A STORE SOON? 


(GIVE DETAILS HERE) 


(] Sign Holders (Metal) 
(] Sign Holders (Wood) 
C] Signs—Electric 

(] Signs—Brass & Bronze 
|| Signs—Department 


ro 


[] Signs—Special 

_] Signs—Window 

_] Signs—Wood Letter 

C] Special Furniture 

[] Stock Posters 

L} Stencil Outfits 

C1) Store Advertising 
Stunts 

[J Store Designing 

[] Store Directories 

C] Store Fronts 

[|] Time Switches 

[} Urns and Vases 

(] Valances 

[] Velours 

"] Wall Board 

(_] Wax Forms and Figures 

] Wax Figure Cleaning 
and Repairing 

["] Wax Repair Outfits 

[] Wickerware Specialties 

[] Window Cloth 

[] Window Drapes 

C) Window Lighting 

[] Window Shades 

[] Window Trimming 

Schools 


1] Wood Carvings 
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THE DISPLAY WORLD—CINCINNATI, OHIO 


“The Business Journal of the Display Profession and Industry.” 
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Seen and Heard Along the Window Front 








STEWART’S. MILLION DOLLAR DISPLAY 


Lyon & Healy, Chicago, where William Stewart directs 
the display department, recently featured the greatest dis- 
play of violins ever placed in a show window. Insruments 
by the greatest makers, and once played upon by the 
greatest artists of the ages were seen on display for two 
weeks . Violins ranged in price from $20,000 to $250,000, 
while less prominent makes were priced at $10,000 and 
down to $900. Approximately one-half million dollars in 
value were gathered in this window display, arranged back 
of an iron grill, put up inside of the glass. 





BODINE-SPANJER COMPANY TO PRESENT 
BEAUTIFUL SPRING LINE 


Presenting the most beautiful line of display creations 
ever produced by the house of Bodine-Spanjer Company, 
Chicago, displaymen throughout the country will find ‘t 
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A Bodine-Spanjer Suggestion 


to their decided benefit to consider and inspect this line 
before placing orders for Spring displays. 

Salesmen will begin the Spring trip on January Ist, 
and each will carry a complete line. Representing this 
leading decorating house for the coming season are: 
Alex Winocour, manager; Edward J. Balanger, Charles 
Moderow and Harry Green. 


ELLSWORTH BATES IN CHARGE OF 
Y. M. C. A. DISPLAY SCHOOL 


A most successful course in window display and card 
writing is now being conducted in conjunction with the 
regular class of the Y. M. C. A. school, Bloomington, III. 

In charge of the courses is Ellsworth H. Bates, display 
manager for C. W. Klemm, Inc., Bloomington, and recently 





Display Class of E. H. Bates 


honored “display champion.” The success of this great 
artist, who has won over all in competitions of national and 
international importance, has, no doubt, acted as a stimulus 
to the artistically inclined youths of Bloomington, and a 
class of more than twenty-five are regular attendants at 
the classes. 





NATIONAL X-RAY COLOR LIGHTING FEATURES 
CHICAGO DISPLAY 

The display of Howard E. Oehler, arranged for the 
W. A. Wieboldt Co., Chicago, and illustrated on another 
page of this issue forms a strikingly effective example 
of the value of color lighting and spot-lights in display. 
This recent success of Mr. Oehler he considers due in 
great measure to the practical development of color illum- 
ination which so effectively manifested itself in the recent 
Wieboldt displays. 

All lighting equipment employed in this display was 
designed and installed by The National X-Ray Company, 
Chicago. 





HERBERT L. MESSMORE CO., INC., RESUMES 
BUSINESS IN NEW LOCATION 
Announcement is made by the Herbert L. Messmore 
Co., Inc., manufacturers of papier mache products, that 
the organization, formerly located at 1540 Broadway, New 


York City, has resumed active operation in their new loca- 
tion at 85 Sixth St., Long Island City, N. Y. 





DISPLAY SERVICE ESTABLISHED 
BY A. FRED TRACY 


A. Fred Tracy, McMullen Building, 23 Division S., 
Grand Rapids, Mich., has recently established a window 
display and decorative service and will have charge of the 
decorating for two national food shows to be held in Grand 
Rapids during the next few months. 

Mr. Tracy is also prepared to furnish a window display 
service to merchants in Grand Rapids and Western Mich- 
igan. He has had considerable experience in the display 
and decorative ficld and his services will, no doubt, be 
much in demand. 
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The Store Front Advertising Department 


—a_ new feature of SIGNS OF THE TIMES, has made 
a big hit with the industry and will undoubtedly be of 
great value to every merchant. 














The store front really constitutes the merchant’s 
greatest operating cost, so it is his biggest problem to 
make of it as large a sales-producing factor as possible. 


In each issue there are so many articles on sign 
and show card advertising that contain valuable ideas 
and suggestions that we believe it should reach every 
ad man, show card writer and merchant regularly. from 
month to month. 


We believe you can read it with profit. 


Subscription Price, $3.00 per Year. 


Sens “HAneS 


The National Journal of DisplayAdvertising 


Now in its Seventeenth Year of Service to the Industry 








Publishers also of the famous Gordon Books on Show Card work, entitled ‘‘Let- 

tering for Commercial Purposes,’ $3.50 per copy, and ‘‘!100 Loose Leaf Lessons 

in Lettering,” $2.00 per copy. When ordered with subscription to SIGNS OF 
THE TIMES deduct $1.00 from total. 











Cincinnati, Ohio: 


Enclosed find $3.00, for 


I which send me SIGNS Biiciucsincndwbaeeenenaaeean ee 


OF THE TIMES for one 


year, starting Nov., 1922. ile ick kc ceneeswisseeneeen steer 
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Co-operation 
Means Success 


Co-operation with the House of 
Daily for real results in your 
display work. Benefit from the 
co-operation which our quality 
brushes and _ supplies always 
furnish. 











Merry | i b 








Xmas Pp oily : 
tors Berfat Sieake 


ew . ‘nhl fall 
Year BRUSHES ano SUPPLIES 


have a reputation for “easing up” the dis- 
playman’s tasks—and they live up to 
that reputation. They instill a magic 
“pep” into your work, giving you those 
admirably clean strokes that mean so 
much. 


Catalog No. 9 supplies details. May 
we send youa copy? Write us today! 


Bert L. Daily 


126-130 E. Third St. Dayton, O. 


























Mid-Winter 
Background 
Suggestions 


Complete line of accessories for 


SEASONABLE 
WINDOW DISPLAYS 


Just what you want for your “after- 
holiday” trim. 


Papers Flowers Sale Posters 
Show Cards _ Price Tickets 
Etc. Etc. Etc. Ete. 


Send for circulars now. 


Doty & Scrimgeour Sales Co., Inc. 
30 Reade Street New York 
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ERCHANTS and salesmen visiting Toronto, 

Canada, are generally impressed with the beau- 

tiful displays presented through the show windows of 

the larger stores, and most recent compliments have 

been pointed in the direction of F. G. R. Lacey, display 
manager for Fairweather’s, Limited. 

The cause of the enthusiasm at this particular time 
was a display set midst an Egyptian setting—so real- 
istic and perfect of detail that the Queen of Sheba 
herself might have stepped into the scene without caus- 
ing even a ripple of surprise. Describing the display, 
T. E. Turner writes: 

The background is an accurate copy of an historic arch- 
way on the banks of the Nile, and all the details of the 
window are in keeping. The brass lantern suspended in the 
center is Egyptian, as are likewise the vases. The drape 
in the archway of the background is in a dark brown ma- 
terial, girdled with a band of bright colors—red, brown, 
and blue—with each block of color separated from the 
next by a dividing line of black. The bench on which the 


wax figure is seated and the millinery stands show a simi- 
lar color scheme, after the Egyptian fashion. Another 


characteristic touch was the beautiful antique Egyptian. 


cushion, in the famous man-headed lion design, which ap- 
peared in one of the windows. 

Many curious eyes have been examining the background 
of Fairweather’s to try and discover how that perfect imi- 
tation of granite has been achieved in the archway, and 
particularly how various shadowed effects of Egyptian 
figures in the granite have been produced. Window 
dressers who may not be familiar with this type of back- 
ground will be interested to know how it was carried out. 
It required 250 pounds of ground white marble to begin 
with. This material was divided into four equal piles, and 
three of them were dyed red, blue, and black, respectively 
All were then mixed together. A base of beaverboard was 
next prepared, following out the lines of the archway. The 
various figures which it was desired to bring out in shad- 
owed relief were outlined in chalk upon the beaverboard 
and painted in with an extra heavy grey paint mixed with 
varnish. Ground white marble was then thrown upon the 
board, and the chips, of course, adhered to the paint, so 
that when the loose material was shaken off the figures 
remained silhouetted on the board. A coat of the grey 
paint was then applied to the entire surface and the ground 
marble, in which the white, red, blue, and black were mixed 
in equal proportions, was dashed against it. The adhering 
chips completely covered the background, and the result- 
ing effect was a perfect imitation of granite. At the same 
time the figures, having a double coat of the chips, were 
brought out in the shadowy effect, as desired. 

The window cards used were very effective and clev- 
erly executed. They had a black border framed in Asia 
blue, while the card itself was in a tan shade, with an 
Egyptian design in bright colors near the top. Following 
out the Egyptian idea even to the last detail, the card, 
which was of beaverboard, was fastened to its base of 
wood with pyramid nails. For the flooring of the windows, 
beveled squares of beaverboard about one foot square 
were used, in mottled effect. 
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THE DISPLAY WORLD. 


J. H. Roy, display manager for more than twenty years 
for the Paquet Company, Quebec, Canada, is a firm be- 
liever in the frequent showings through the show windows 
of advertised products. Mr. Roy works on the principle 
that nationally advertised goods supported by a strong 
window display forms the most powerful selling medium 
known to the mercantile world. 





E. J. Hamilton, Brockville, Can., has been awarded third 
prize in the Electric Majestic Heater display contest re- 
cently conducted and entered by the leading stores in 
Canada. 





Fred Ashfield, one of the most popularly known display- 
men of the Dominion, continues to give to the Bryson- 
Graham Co., Ottawa, displays of maximum sales value. 
His holiday displays are declared to be the best ever pre- 
sented by this fine artist. 





DAGMAR CARLTON STUDIES THE WOMAN 
SHOPPER AND DISPLAYS 


There is no pastime as dear to women’s heart 
as window shopping. There’s a thrill in buying 
everything she sees in the brightly lighted windows, 
from slippers to ear-rings. Of course, lots of times 
these purchases are made only in the mind and 
tried on in the imagination, yet there is genuine 
pleasure in just pretending. Did you ever see some- 
thing in a window, go home and think about it, and 
then come back to town and look for it for hours? 
That shows the value of window advertising. In 
thinking about the article, the shopper remembers 
it as she would want it to be. Any effects are for- 
gotten and in her mind it becomes ideal. The 
psychology of the effect of good window displays 
on the mind of the buyer is interesting as well as 
advantageous. 

Attractive windows mean as much to a firm as 
any other form of advertising. A mercantile house 
that does not take the time or trouble to keep its 
windows looking neat and attractive cannot expect 
customers to stop long enough to come inside and 
make purchases. The shopper who reads the mer- 
chants’ ads and then comes to town to find only 
ordinary and shabby material in the windows will 
most likely go away without further investigation. 
On the other hand if she finds a window showing 
goods which come up to the quality advertised, she 
will doubtless stop to look further. When used in 
connection with newspaper advertising, window 
displays can be made doubly effective. 


Well arranged windows mean much to the ap- 
pearance as well as the prosperity of the town. 
Transients who come from the smaller towns usually 
spend the time between trains in walking down the 
main streets. They are likely to be impressed very 
forcefully by the windows the firms of the town 
are showing. They may also be encouraged to stop 
long enough to shop, instead of waiting until they 
reach their destination. 





PPLE 


GresEXD) BRAND 
CARDBOARD 


Carry Your Sales Message 
to Prospective Customers 


DIRECT 
POLITE 
EFFECTIVE 


WAY 


At the Most Opportune Time 


Suitable Card Board 
For Window and Interior Cards 


Send for Sample Book No. XXXII 


The Complete Line 


CHICAGO scatc COMPANY 


Manufacturers 
664-670 Washington Blvd., Chicago, U. S. A. 
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SWITCH 


Especially designed for the Automatic 
Control of Electric Current used in Elec- 
tric Signs and Show Windows. 
The many defects of mechanism in the 
ordinary clock are eliminated in the new 
and improved A & W eight-day Time 
Switch Clock. 
It is the acme of perfection in Time 
Switch-making and represents the result 
of years of experience and research. 
A complete description will be mailed 
upon receipt of your inquiry, and if you 
are desirous of forever dispensing with 
the usual time clock troubles 

Write Now. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 
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Selecting Displaymen as Managers 


Experiment of Ross Stores, Inc., in training display service men for 
store managers’ post a big success—Brilliant future 
for displaymen in executive capacities 







ne) N a recent issue of The DISPLAY WORLD 
oe } in which the field of the Independent Display 

<> Service Man was considered, with possibilities 
in varied applications suggested, the opportunity of 
the Service Man as store manager was offered as a 
point worthy of serious consideration. 

The outlook for displayman advancement through 
this channel is more clearly manifesting itself through 
the expressions of the chain store executives and in 
their action concerning the selection of store managers. 

The chain store has a problem, a serious problem, 
concerning itself with the important question of store 
management, and since the lead of The DISPLAY 
WORLD in suggesting that the problem be solved 
through the selection of display specialists for local 
chain store management one concrete example of how 
successfully this method of manager selection operates 
has come to attention in the study of the operation of 
the Ross Stores, Inc., with a chain of stores operating 
in New York, New Jersey and Massachusetts. 

This organization, meeting with great success, is 
following the plan such as suggested in the recent 


article published in this journal—that of selecting and 
appointing its store managers from the ranks of its 
display managers. The system as employed by the 
Ross organization has proved highly successful since 
its inauguration, and today displaymen are selected as 
assistants to the various store managers, maintained in 
the capacity for the necessary experience in details of 
store operation, and then installed as store manager as 
soon as a new store is opened. 

At a recent convention of Ross Stores, Inc., execu- 
tives, D. Greenberg, speaking for the president, stated 
that the Ross Company “looks to the displayman for 
its supply of store managers. We believe that they 
are best equipped for the important work.” 

This progressive chain store organization is evi- 
dencing wise business judgment through its plan, since 
the real problem of chain store operation in the past 
has been unsuccessful functioning of the merchandise 
displays. Since the old general plan of management 
selection failed to consider the displayman as a pros- 
pective manager, and since the plan of operation did 
not provide for the services of a displayman for each 








The Regular Subscriber Benefits Most 
JOIN THE REGULARS! 


Each edition of The DISPLAY WORLD contains so much authoritative 
material on the subject of mercantile display that you can only get its 
full benefits by receiving each copy regularly and promptly. 


There is not a state in the Union that does not number among our sub- 
scribers its leading merchants and display men. 
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store, the important power in sales making in most 
cases functioned without appreciable results or not at 
all. 

Not until the chain store’s competitors began to 
check the advance of the former did the chain store 
operator stop to consider the possibilities that were 
lacking or not properly being utilized. A check on 
other stores, a study of sales and advertising schedules 
as employed by them, lead to the consideration of the 
question of display. The action that followed this con- 
sideration solved the sales problem of the chain store, 
and hence it is that displaymen are now considered as 
the logical prospects for store managers by several of 
the most successful chain store organizations. The 
time is not far distant when all similar organizations 
will demand knowledge of display and skill to employ 
it as a requisite in the qualifications of all seeking ele- 
vation to the post of chain store manager. 


The Place of the Service Man 


The displayman will become as vital to the chain 
store as he has made himself to the organization of the 
department store, the women’s specialty shop and men’s 
clothing store, and it is toward this end that he should 
labor. The future of the displayman is beyond proph- 
esy, but this much is certain: the time is approaching 
when his developed skill will form the most important 
sales force within the organization of every manufac- 
turer of nationally advertised products and all pro- 
gressive chain store enterprises. 


Have No Problems 


What one manufacturer said in reply to a question- 
aire recently directed to him by the Service Depart- 
ment of The DISPLAY WORLD clearly identifies 
the value of display in the sale of advertised products. 
This questionaire, designed to ascertain the problems 
experienced in getting the nationally advertised prod- 
uct displayed, brought from this particular manufac- 
turer the response: “We have no problem in this re- 
gard. We employ the services of an expert display- 
man, and he makes it so interesting for the dealer that 
our products are constantly before the public, with the 
result that the dealer and our company are materially 
benefiting through increased sales.” 

That answer to the problem query is indeed con- 
crete evidence of the displayman’s value in the manu- 
facturer’s organization, and the benefits to the manu- 
facturer employing him may readily be appreciated 
when one considers the strength of appropriately ar- 
ranged and embellished displays constantly supporting 
the great advertising programs of the national adver- 
tiser. 

The DISPLAY WORLD, the first and only pub- 
lication to champion the program of the Independent 
Display Service Man through the adoption of a plank 
of its platform, plans a campaign in support of his 
importance and to co-operate intimately with him in 
the successful accomplishment of his purpose. 
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Address 
Supply Dept. 















Since 





















“HOW TO PAINT | 
SIGNS and SHO’ CARDS 


q i : ‘ 
2 Our book gives a complete course of instructions enabling any 
one to Seats to paint good signs). WHY NOT MAKE YOUR 
OWN, either for your business or for others? 
CONTENTS: Alphabets, Composition, Color Combinations, 
How to Mix Paints, Show Cards, Window Signs, Banners, Board 

> and Wall Signs, Ready Made Letters, Gilding, Commercial Art 
and Tricks of the Trade—Contains 100 alphabets and designs. 
$ Cloth bound, size 7x5 inches. Price $1.10 postpaid. 


J. S. Ogilvie Pub. Co., 226 Rose St., New York 


==> SUN-RA Y~=& 
Spot-Lights, Flood-Lights 


LIGHTING EQUIPMENTS FOR THE 
SHOW WINDOW, DISPLAY WINDOW, 
AUTO SALESROOM AND DECORATIONS 
Manufactured by 


° 556 lith Ave. at 42d St. 
Frederick A. Bohling ™ No ‘Voi city 
Tel. 4160 Longacre Est. 1903 Send for Descriptive Circular 























ONE INSERTION SOLD THE GOODS 

i atehinenntenl 

I am glad to say that one insertion in The DIS- 
PLAY WORLD brings desired results. We were 
overwhelmed with twenty-five replies to our adver- 
tisement regarding display material for sale, in the 
September issue. Out of these replies, which ranged 
from Connecticut in the East to Montana in the 
West, there were six prospective purchasers. Any 
one of these I know will be as satisfied with the 
purchase as we are with the result of our advertise- 
ment in your publication. 
Detroit, Mich. PEOPLE’S OUTFITTING CO. 

Oct. 5, 1922. T. J. McCormick, Display Mer. 
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A classified list of representative concerns serving the display industry and inviting patronage through advertising in The DISPLAY WORLD 
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CO-OPERATION AS PRACTICED BY 
BUFFALO MERCHANTS 





A feature evidencing the progressive co-operative NUSUAL displays augmented by — 
spirit as manifested by the merchants of Buffalo, N. Y., — ee ee ee 
2 : . a Oo , - 
included the granting ‘ot window space for the purpose pe shee att ineee. 
of boosting the recent “Week of Wonderful Window Dis- Ask the man who has tried Nat-Mat Card- 
plays.” Almost every store joined in this remarkable boards how unusually good it is. Try Nat- 


Mat yourself. 
Sample book of Nat-Mat Cardboards 
will be supplied displaymen and card- 
writers. free. Send for it today on 
your business stationery. 


National Card, Mat & Board Co. 


Manufacturers 


gna 4318-36 Carroll Avenue Chicago, IIl. 


event, each doing all in its power to make the event a 




















By Mail or 
Local-Classes 


Study under the direction of the leading 
expert in the line, Arnold Binger. Good po- 
sitions await those who are competent. Write 
for our beautiful illustrated booklet and terms. 


w Klew Ad ; @, = Binger School of Show Card and Display Art 
How Kleinhans’ Window Co-operated 2113 Flatiron Building, 23rd St. and Broadway, New York City 









great success and frequently calling attention to the fea- 
sa of — — displays. — ae Make your own 
own here ts a hali-tone reproduction of the true 
spirit as presented through the window of Kleinhans,’ Ss H Oo WwW Cc of R D Ss 
where Clement Kieffer, Jr., directs display work. The and make sales faster 
illustration is self-explanatory and an eloquent testimonial 
to the perfect co-operation existing between Buffalo dis- 
playmen and merchants, and proving itself a tremendous 














YOU can make attention-getting, sales-increasing Show Cards 








asset to both. and Price Tickets at only a few cents’ cost thru the use of a 
PALACE OBSERVES ANNIVERSARY gan — — write eet use it. No experience er mage 
a z No trouble at all. Save the charges made by outside show 
The 34th Anniversary of The Palace Clothing Company, card writers. ¥ . 
Topeka, Kans., was featured by a series of beautiful dis- SPECIAL OFFER.—Send us a dollar today and we will send 
i : i you by return mail one N. S. Automatic Shading Pen, a mark- 
plays and special merchandise offerings. E. D. Parr, ser- ing pen and pne bottle of special lettering ink and complete 
: + " : nstruction ucin rs) an et ets that 
vice displayman, of Topeka, for several years gave to this will beiag i ene @ Se 40 ba ee 
store displays of unusual merit. Write today—it only takes a minute. 
N. S. AUTOMATIC PEN CO. 
ee - 1; , are CASS BUILDING DETROIT, MICH. 
The Cincinnati Displaymen’s Association conducted a Aatets wanted thee wtiate Tacenien 

















brilliant and successful dancing party at Hotel Alms, Cin- : 
cinnati, on the night of December 6. The proceeds will be 
useed in social features during the state convention. Seek a new position? Use the Opportunity Exchange. 


ART REPRODUCTIONE 


PH°To-ENGRAVERS diene 


99.5 W. 4* — Color Precess Plates 


Zinc Etchings 
CINCINNATI, OHIO, nce ee 
E lectrotyping és © 
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“Your Storyin Picture Leaves Nothing Untold 




























64 THE DISPLAY WORLD 


“THE BEST IN THE WORLD” 


rox our FREE CATALOG 


and save 10 io 40 per cent on Brushes 
and Supplies. 
Address Desk D 12 
DICK E. BLICK. 
Galesburg Illinois 








DAVE ANDERSON ENJOYING GREAT 
SUCCESS ON COAST 


The DISPLAY WORLD acknowledges with consider- 
able pleasure a letter from Dave E. Anderson, popular 
salesmen in the display field. Dave is now representing the 
Bert Landers Inc., Los Angeles, and has for territory, the 
Pacific Coast from San Diego to Spokane. 

Since leaving the organization of The Adler-Jones Co., 
with whom Mr. Anderson was affiliated for three years, 
great success has rewarded the efforts of this progressive 
and popular salesman. He possesses extensive knowledge 
of display work, having at one time been in charge of the 
window departments of several Iowa stores, and in addi- 
tion has acquired much valuable information concerning 
details of manufacture which enables him to materially as- 
sist displaymen in the preparation of seasonal display plans. 
And besides all that Dave is what is generally termed “a 
regular feller.” 





NEW SHOW CASE COMPANY FORMED 


The Toledo Show Case Company, Toledo, Ohio, has been 
formed with a capital of $25,000, and the following incor- 
porators: Walter Niermann, Jacob F. Schaub, John 
Czajkowski, Carl W. Wenzel and R. F. Wallace. 
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Users of the 


Speedball Say: 


wePEN IS MIGHTIER> 
THAN THE SWORD 


( Buta pen with poor ink_, 
is provocative of profanit) 


In handy 1-2°r4 oz. jars and Pintsr Quart bottles” at your dealers ’ 
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“9 ; - 
ésh eclia lly clet-halcarel de 
commercial letter1nz— 
and drawing ~ flows freely~ 
aside from it’s excellence 
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a ome a ol Ene) ofeled Orb acunant-bat 


Prepared by 


Hunt Pen Co.,camden, NJ. 
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=} The proper use of Color exerts a powerful in- 
= fluence on buying. It is often the determining 
ek) selling factor. 


The Taylor System 
of Color Harmony 


A visible method of combining Color Har- 
monies easily, quickly, correctly. The only 
means available today by which infallible color 
5 ” THE TAYLOS SYSTE combinations of 2 to 7 pure, different colors 
3 <a... a oes 2 ’ can be selected with instant result and at the 

— same time produce as many as 20,000 fresh 
distinctive Color Harmonies! 


For Displayman and Merchant 


It will be of inestimable value to the Dis- 
playman in his department and windows, while 
the Merchant will benefit to the extent of 
thousands of dollars thru means afforded sales 
people to find perfect color matches—the one 
weakness of 999 out of 1,000 salespeople. 
How many sales have been lost due to the 
inability to suggest proper color match? 


2 

® Good Color Harmonies are therefore a most 
2 vital consideration, because they help to seH 
merchandise quicker and the satisfaction of 
| the customer is greater. 














































“The Taylor Color Chart, if used only once, 
will more than repay its initial cost.”"—Mr. J. J. 
Cronin, President, Metropolitan Association of 
Displaymen, New York City. 

“The Color Chart is wonderful. This does not 
say enough for it. I understand it very thoroughly 
after one evening’s study and would not be with- 
out it. I feel-that my purchase of Color Harmony 
is a great step forward.”—Mr. L. Robert Rehm, 
Display Manager, Patterson-Fletcher Co., Fort 
Wayne, Ind. 

“We have you Color Chart in my office and 
we sure would not like to be without it. It is a 
~—sa— great help and is used throughout our entire 

store.”—Brager Department Store, Baltimore. 

“The Taylor Color System contains more color 
ideas than the most virile artist could use in a 
lifetime of creative efforts.”.—Dr. Denman Ross, 
Head of the Department of Design of Harvard 


University. 


Greatly reduced illustration of the Taylor Color 
Chart. Harmonious color combinations are produced 
by placing the masks upon the bands of colors. Colors 
showing through openings are always in perfect 
harmony. Lithographed in 17 Impressions showing 
96 different colors, exclusive of black. 
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30 Opera Place : - . Cincinnati, Ohio 
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To do one thing, and to do that 
one thing well, has been the 
objective of this organization 
since its inception. 


Arts and decorations that possess 
proper commercial value plus a 
character of craftsmanship that 
mark them from the usual 

this is our specialty this is 
our life work this represents 
our joy of accomplishment. 


That the holidays may bring you 
many joys..... and the new year 
fulfill all your hopes 


sincere wish. 
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